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NO. 3149— VALANCE WITH CORNICE AND FRINGE, 23 in. High, 42 in. Wide, Each, $8.85 NO. 3112—VALANCE WITH CORNICE AND FRINGE, 50 in. High, 42 in. Wide, Each, $11.20 
12 or more, Each, 7.40 12 or mere, Each, 10.75 


NO. 3072—IN FLAT WHITE, Each, $3.85 12 or more, Each, 3.50 NO. 3113—IN FLAT WHITE, Each, $9.75 12 or more, Each, 9.00 


DEEP, RICH RED WITH GOLD 


RICH, RED FLOCK WITH THE LOOK OF SOFT, 
DEEP LUXURIOUS VELVET ee 
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Decorate your store in elegant splendor for the Christmas Season ‘pe om 2 ‘ 
in traditional red and gold. The deep pile of rich, red flock com- “RWWA AS Ye. 
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bined with gold, gives the look of elegance to these decorative, VF 
dimensional panels and valances of classic design, that are formed 


in light weight, durable, easy to use vacuum formed plastic. 





Beautiful, rich, practical with unlimited uses thruout the year 
as elegant decor in departments with Fashions, Home Furnish- 
ings, for Fashion Shows, Anniversaries, in Stereo and TV De- 
partments. 


Clegant Beauty -» Lang Life see Low aosl 





NO. 3141 
CLASSIC DRAPED FRIEZE, 
27 in. High, 68 in. Wide, 1/2 in. Deep 
Each, $24.50 12 or more, Each, $20.50 


NO. 4073—IN FLAT WHITE 
Each, $19.50 12 or more, Each, $16.25 
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NO. 1526 : Ly ii Nii | NO. 3159 
FRENCH DESIGN PANELS a7 CLASSIC DESIGN PANEL 
8 ft. High, 1912 in. Wide, ‘ Fon INTERIOS 78in. High, 16 in. Wide, 1 in. 
1% in. Deep Deep, Each, $20.75 


Each, $25.00 12 or more, Each, $17.50 
12 or more, Each, $18.75 FREE . . Write for 8 page catalog on more decorative designs for Architectural Decor. 








NO. 3037 
NO. 2944 IN FLAT WHITE, Ea., $15.75 


gto ery W. L. STENSGAARD AND ASSOCIATES, INC. 2~n---s=-s020 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
1931-1959 
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THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI 1, OHIO 


THE COVER 


Proving that a large selection of 
women's shoes can be displayed in an 
appealing and eye-catching arrangement 
without resorting to a cluttered look is 
this display by William Spry for Public 
Benefit Bootery of Melbourne, Australia 
. . » The simple trellis and stylized gold 
tree become the displayers. 
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OUR NEXT ISSUE 


The first of two special Christmas issues 
is the September issue out August 20... 
In addition to regular features will be 
several articles packed with ideas for the 
coming holiday season, including em- 
phasis upon outstanding interiors and 
windows of last Christmas . . 
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John Mendell, Production Manager 


Eastern Office 


Homer Guck, 400 Eighth Ave., New York 
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Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
cepies 60 cents. Send all subscription erders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
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Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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Display Industries 


Associated 
Bureau of Business 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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missed seeing the sensational nour 


display. ae 
~FLICKER- -ELAME* candelabras _ 
Those thet viewed it, coulelnt belive 
their eyes, yor they. AQuw- — 
MOTION WITHOUT MOTOR 


NON-FLAMMABLE FLAME 
COLD FLICKERING LIGHT 
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=~ ¥IACKER-FLAME* 
| SOIL: erclusively, 
DECORATIVE PLANT CORP. 


136 West 24th Street, New York City, N. Y. 





In a Sign Machine... 


TYPE CONTROLS RESULTS 


If you are concerned with the impression being 
created upon your customers and shoppers . . . 

And want top-quality signing for your merchandise 
presentations . . . Look into the new display types 
that are available for exclusive use in your area. 
Newness is as important in type styling at it is in 
the merchandise you offer. 


aes Oe re 


Brings new cleanness in lettering with today’s 
characteristics. It has the look of freshness and 
newness for fashion promotions . . . Available in 
a range of sizes from one to four inches. 


day wear 


Trim for 
evenings 


Romantic for 


on cool evening> 
un .-:- 
without 11 o* 


i 
Crortul Fash tc 


Wee it in town Spore Parading 


ot when you travel 


Full boshoned cordigon 
with mother of peor! 
burton oll colors 2395 


BEAUX-ART “machin de 
a am BON-AIR 


BELLAIRE 
* Write for samples and prices. 


cribe SIGN MACHINES 


The RAS RRR AAR, + 4510 N. RAVENSWOOD AVE + CHICAGO 40, ILL. 
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NEW! Brilliant 3-dimensional Perma-Brite treatments won’t shed, tarnish, 
os 
or lose lustre. 


NEW! Brilliant, eye-arresting patterns with a sheen and sparkle that stops crowds, 
creates traffic. 


ME we * Brilliant, deep-sculptured effects — heavily embossed for standout 
beauty anywhere and everywhere. 


NEW! Brilliant, full-color range of scintillating Perma-Brite Jewel Cloths. 


NEW ?E sritiant background and flooring possibilities with unprecedented versatility. 


CALL YOUR JOBBER OR DISTRIBUTOR NOW FOR SAMPLES OF THESE 
AND MANY MORE PATTERNS 


There's always something new 


5925 Broadway, New York 63, N.Y. 





SCULPTURED FOIL. Luxurious, 
deeply embossed foil stripes. 


PERMA-GLITTER SNOWFLAKE. 
Metallic snowflakes plus Perma- 
Glitter brilliance. 
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TWINKLE TEX. Rich texture with 
random metallic spangles. 


se 


PERMA-BRITE TREE TRIM. Gem- 
like metallic sparkle in dimen- 
sional, tree-trim pattern. 
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CHRISTMAS LANDSCAPE. Over 
sculptured effect with 3-color 
metallic print. 














PERMA-BRITE GLAMOR STRIPE. 
Stunning deep tones contrast 


with 3-D metallic stripings. 


See tae by 

ti CaP See, qf 
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EMBOSSED PERMA-GLITTER. 


Brilliant metallic spatter effects 


over sculptured base. 


PERMA-BRITE GALAXY. Metallic 
star clusters that glisten with at- 
tention-getting brightness. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


See ee eee ee eeeeeaeeeaeneaeeaeaeaacaeeeae & “<<. oe 


McMahan 
ROTATING UNITS 
Don’t Break Down 


@ BRUSH & SLIP 
Because ~ pinc Contact 
@ HEAVY THRUST 
BALL BEARINGS 

@ HEAVY DUTY 
CONSTRUCTION 








The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


STRONG, SILENT 
Now you can employ the multiple 
attention values of motion in your 
displays without fear of fouling, 
howling or malfunction. This new 
McMahan Motion Unit is a smooth 


Practically every branch store built within the last five co cpa machine — 

; . . pendability and permanence bui 
years has been equipped with the Bliss SEELINGRILL. S Meell Gad the came duncam 
ability in McMahan turntables. If 
“revolver” service has made you 
nervous—move to McMahan motion 
and relax. 





Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 





693 RAYMOND AVENUE + ST PAUL 4 MINNESOTA 
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You can easily make trees, like these created by Sage-Allen Department Stor 
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FLOWERING 
DOGWOOD 


__. (DISPLAY VARIETY ) 


USE CELASTIC AND YOUVE GOT IT MADE! 


Now, Wasco brings you improved Celastic that needs no special activator. 


Celastic is easy to use. Just tear it or cut it, dip it in straight MEK (available locally from chemical suppliers) and form to 
any shape. Celastic hardens quickly into a weatherproof-waterproof plastic that will take practically any finish you desire. 
Stocked in the economical 47-inch width, Celastic also comes in 16- and 32-inch widths if needed. Three different weights. 


A awit 


DIVISION OF WASCO CHEMICAL CO., 5 BAY STATE ROAD, CAMBRIDGE 38, MASS. 


Exclusive distributor in display field: mahar L&W Fasric corporation 


Canadian Shipments from Montreal warehouse 





NEW YORK: 130 West 46th Street CHICAGO: 412-20 No. Orleans St. LOS ANGELES: 1113 So. Los Angeles Street 
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Your center for display industry in- EXECUTIVE OFFICES 
formation ... headquarters for locating HOTEL NEW YORKER 
supply sources ... sponsors of June and SUITE 419 
December Market Weeks yearly. NEW VORK 1, &. Y. 








Forms illustrated left to right: J-52, J-51, J-50, K-10, C-20, C-21, C-22 


Write for latest catalog— 
* made only by— 


SHOE FORM Co. INC. 


the perfect form for any sock display. New York City Auburn, New York St. Louis, Mo. 
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adds sensitive originality to your 
display creations! 
The extreme versatility of SARGENT DISPLAY FINISH 
, enhances the beauty of your display 
SARGENT DISPLAY ponent 
FINISH offers the solution aon | 
’ wood artificial flowers 
cm am to your display problem. glass plaster of paris 
||| Regardless of material or paper display stands 
original color, you are now cloth papier mache 
ib metal plastic foam 
free to build display crea- ruscus backgrounds 
bs tions color matching at ribbon Oak sprays 





your fingertips. 16 02. SPRAY CANS. ..1N 18 COLORS 







Some Distributorships Available 


J ae on | MANUFACTURED BY the Sargent-Gerke C'o. INDIANAPOLIS 


/ Nationally famous Sargent Paint Products 





a ) . - vawnll MAIMTAON IIT TH 












Je. .s ruly economical -.- Nothing, but nothing, 

can match the sparkle of Potters Silver Glass Tinsel in silver or in your choice of colors. 
For longer lasting brilliance, silver is available in tarnish-resistant grades. 

And, for displays that glow in the dark, ask about Potters Reflective Spheres. 


Unmatched for §p : 





Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 
awholly owned subsidiary of POTTERS BROS. INC. 
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Having had the opportunity of observing the quality of displays 
being done by many younger displaymen in recent months and then having 
the pleasure of meeting several personally at the recent market week in 
Chicago, there is reason for reassurance that the future of display, from 
an artistic and merchandising standpoint, is in good hands. 


Many of these brilliant young men are display directors of 
smaller stores. A larger number are assistants in the display depart- 
ments of medium and large stores, occasionally in charge of window or 
interior sections. A limited few have reached the top, and, because of 
their youth, can be expected to attain higher positions in the retailing 
structure. 


It is their general attitude and enthusiasm at market week that 
must have impressed everyone who took the time to notice. They were 
busy talking display, studying closely the materials at the exhibits, 
comparing notes --taking advantage of the opportunity to better them- 
selves through the exchange of ideas and knowledge. 


This ambition and desire to learn on the part of the younger 
displaymen is a strong argument in favor of resumption of the display 
clinics in conjunction with market weeks. 


Emphasis at any future clinic should be on the training of display 
executives, stressing such things as how to increase the efficiency of 
display department operation, how to establish and operate within a 
budget, how to manage and direct personnel and the many other essentials 
of executive leadership. There is no need to place all the stress on art 
and merchandising training at these clinics as the potential display 
director must have a sufficient background in these facets before being 
even considered for the top display positions. 


Not only must the display industry educate top retailing officials 
in the power of display as a selling tool, but it must educate the 
potential display director so that he will be in a position to handle 
increased responsibilities that go with executive status. 


If you have had the opportunity to visit some of the variety chain 
outlets in the larger cities lately you will have noticed increased 
emphasis upon display in interiors, and windows are beginning to take on 


a less cluttered look that has characterized these retailers since their 
inception. 


Women's apparel, particularly sweaters and blouses, are being 
Shown on mannequins and forms. Racks and other modern display fixtures 
are coming into use to enable customers to examine the merchandise at 
close range before handing it to the traditional clerk, now being emanci- 
pated from behind the counter to the front. Display departments, operated 
by professional displaymen, are being established. 


DISPLAY WORLD can tell that there is a definite trend in this 
direction because of the constant increase in new subscriptions from 
stores in this category. 


While on the subject of subscribers, there is a rather large group 
of retail florists now on the list. (Please turn to page 40) 











available to all stores and decorators. 
it our Chicago showroom which also has the largest trim-a-tree 
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All displaymen are 
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—Ready to transact NADI business following the election was the new board of directors composed of, 
clockwise from far left: Richard J. Adler, Gordon Keith, Phil Weinberg, Nathan Silverblatt, C. G. Woelky, 
Executive Director Gabriel Valenti, David Sloan, Jerry Denton, President Earl W. Gasthoff, George Silvestri, 


. 
be 


m3 
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story of meeting, see page 60— 


) Irwin Rhodes, Tom Hughes, Sylvan Freund, Edgar Moser, Bernard Schwartz and David Opperman... F 
NAO) Market Meek pperman or 
ih j ¥ HAWLY PRITES 


Pi owner? | Christmas in June!!! 


Market Week 


Success Story 


Exhibitor list sets record — also largest space reserved . . . Buying power of 
displaymen varies . . . Decoratives much improved ... General theme induces 
holiday spirit .. Hotel, NADI leaders commended 


TATION 





EW DECORATIVE treatments and 
IN aistine improvements in the _ tradi- 

tional stand-bys were in abundance 
at Christmas Market Week at Chicago 
June 21-25. Displaymen, jobbers and re- 
tailing executives were on hand in substan- 
tial numbers to take advantage of their 
opportunity to shop the three floors of the 
Conrad Hilton and plant-showrooms else- 
where in town containing the newest dis- 
play wares of members of the National 
Association of Display Industries. This 
market week hit a new high in number 
of exhibitors and amount of space _ re- 
served. 

Displaymen attending the show tell into 
three categories: Those from large com- 
petitive metropolitan areas, those from 
smaller cities or less competitive areas 


[Please turn to page 60] 


—At left, Mary McNamara, one of seven 
Santa's Helpers, draws the winning ticket of 
John Sawhill, sales promotion manager of R. H. 
Stearns, Boston, in the NADI contest .. . 
Assisting are Frank Kirby and Jack Olt in Santa 
costumes and the other six attractive young 
ladies . . . At Center is Mr. Sawhill, winner of 
the vacation at the Concord hotel, New York 
state— 
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Summer heat prompts displaymen to stress 
comfort in cotton fashions, beachwear .. . 
Balloons create airy effect for May Co.-Wil- 
shire . . . Colors of sportswear coordinated 
with colored wine bottles at Saks Fifth Ave- 


nue-Beverly Hills 


Moods for Coolness Inspire 


N THE HEAT of summer, cool refreshing 
moods are welcome tints in many of the 
displays throughout the Los Angeles area. 

Comfort in women’s chic summer fashions 
weaved throughout the windows of Robinson- 
Beverly Hills under the dramatic caption, 
which read, “The silken look of cotton.” 

An individual figure, fully accessorized, sit- 
ting on a lawn complemented the texture of 
the fabric by maintaining a dignified appear- 
ance while in this relaxed, casual position. 

A large oblong panel in white hung hort- 
zontally from the ceiling with the caption 
hand-lettered in the tones of the merchandise 
on it against a black background. To the left. 
also suspended, was a lighted oriental lamp. 
Oriental silk pillows on the grass next to the 
fashion gave a comparison of the materials. 

The simplicity in conveying the desired 
message quickly and thoroughly resulted in 
very satisfying results, according to Lee 
Domez, display manager. 

The decor was black and white, and the 
merchandise in red and pink prints, beige and 
toast florals and black and white checks. 

The excitement in out-door activities at- 
tracted much attention to the newest fashions 
in the better sportswear windows at Saks 
Fifth Avenue-Beverly Hills. Art Alvarado, 
display director, accented the coordinated com- 
binations of the lavender, moss green and 
royal blue colors of the costumes with differ- 
ent size wine bottles, their natural wood cases 
and bunches of grapes. 

The association of the colored wine bottles 
with that of the merchandise readily identified 
them. Many of the mannequins, in chic poses 
against a background of French blue drapes, 
held one of the bottles in one hand; others 
stood near a grouping of added bottles in or 
on their authentic wood cases trimmed with the 
bunches of grapes and accessories. 

Sailing and swimming in a very colorful 
decorated swim shop readily created the mood 
for beachwear in an interior trim at Sears, 
Roebuck-E1] Monte. 
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Nibs Gomez, Jr., display director, gave the 
promotion a festive feeling by enveloping the 
shop with a canopy made of strands of multi- 
color paper balls. This was followed through 
by paneling the background of the many island 
displays in the department with the same feel- 
ing. 

The swimsuits were in turquoise, aquas and 
corals, and the panels blended with the tones 
tach island was dominated by a different color 
with an accent on 
the shoe fashion for a tie-in completed the 
islands. 


(‘oordinated accessories 


In one scene, the boat carried a blue sail, 
and the swim suits on the action figures in 
and around it were in pinks and reds. Decking 
for this island simulated the heavier textured 
sand found off the edge of the water for more 
realism. This was accomplished by a cement 
and water mixture. 

Simplifying house cleaning is also a welome 
feature which is probably appreciated more in 
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os Angeles Displays 


the summer. Robinson-Los Angeles, 
Lee Platt is the display director, created inter- 


est 1n such unromantic items as a floor scrub 


ber and an electric broom by chicness in the 


her, 
dominating 


housewife while doing 
menial and a 


attract attention. 


even 
chores color to 

Diamond design Philippine mahogany pan- 
els draped by orange fabric presented an ele- 
gant and striking background for the 
which was completely in tones of orange the 
Hooring, stuffed chair and housewife’s chic 
dress. 


scrubber stood to one side. 


—At top left, by Barri Snider, May Co.-Wil- 
shire . . . Top right, by Russell Dohoo, Hin- 
shaw's .. . Left center, by Nibs Gomez, Sears, 
Roebuck . . . Right center, by Art Alvarado, 
Saks Fifth Avenue .. . Top, opposite page, by 
Jim Hassinger, W. & J. Sloane . Center, 
by Lee Platt, Robinson's-Los Angeles .. . 
Bottom, by Lee Domer, Robinson's-Beverly Hills— 


where 


normally, 


scene 


She was using the sweeper while the 





By DICK JACHIM 


“Straw Hat” cosmetics were readily identi- 
fable at Hinshaw’s-Arcadia by centering the 
promotion with an actual bale of straw. Rus 
sell Dohoo, display director, then added group- 
ings of the merchandise on the bale as well 
as on the floor. 

He then suspended large orange spheres for 
dots at different levels from the ceiling. These 
tied in the that 
scene and were described in the reader, which 
white dots 
placed on the floor against the bale. It read, 
It’s flirty, fun 
Hat’ in fashion’s current crush, 
orange snowed with polka dots 


fashions also adorned thx 


was In lettering on one of the 
“Yes, sir, that’s our baby. 
loving. “Straw 
S'wonderful.” 
Exaggerated faces of daisies covered th 
Hoor, and straw lights washed the white walls 
to soften the composition 

The airiness of a fashion in dignified black 
got the promotion off the ground at May Co.- 
Wilshire. Barri Snider, 


display manager, 


[ Please turn to page 45] 
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The Peck & Peck Look 
and Whos Behind It 


\ | THEN FIRST MEETING David 
Cramer, Display Director of Peck 
& Peck’s 60 women’s ready-to-wear 
hops, one is immediately impressed by his 
youthful appearance. However, although Mr. 
(‘ramer may be young in years, he certainly 
is not young in display experience. He was 
first exposed to display and its magic when, 
t the age of seventeen, he student 
at the Art Institute of Chicago. He com- 
pleted his education at the Parson School ot 
Design in New York City, taking the adver- 
oOurse, 
that had 18 tull 
years OF experience in every phase ot com- 
and 


i WaS a 


tising 
Since time, he has 
mercial 


coast to 


display trom 
During that time, he did not 
only to display He has 


specialty shop 
coast 


limit his talents 


—Notice similarity of David Cramer's rough 
sketch of Bermuda display and the finished pre- 
sentation of Peck & Peck's Boston store 

At right is example of his interior suggestions 
mailed to each store .. . At lower left, oppo- 
site page, is another "before’’ and “after” ex- 
ample of a Christmas window .. . At top right, 
opposite page, a more elaborate display for 

the Fifth avenue shop-— 
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Young in age but not experience is 


the new display director of 60 shops 


stretching from New York City to 

Kansas and from Minnesota to 

Florida . . . Master mimeographed 

plans help district displaymen coor- 
dinate displays 


to his credit some excellent interior designs 
for specialty shops on the West Coast. In 
New York, he contributed his creative talent 
to the displays of Stern Brothers and 
kranklin Simon before joining Peck & Peck. 

\ little over four years ago, Mr. Cramer 
was employed by Peck & Peck as the sub- 
urban New York display manager. This 
job took him to the suburban shops in Man- 
hasset, Garden City, Greenwich, Westport, 


East Orange, Hartiord, West Hartford and 
Poughkeepsie. His talents did not go un- 
noticed by the management at Peck & Peck, 
and a little over a year ago, the present posi- 
tion of Display Director was especially 
created to avail the entire organization of 
Mr. Cramer’s abilities. He was called upon 
to organize the display of the whole network 
of shops, and to create a “look” which would 
be distinctively Peck & Peck’s. 

His new job has taken him as tar north 
as Minneapolis, as far south as Florida, and 
as far west as Kansas City. On these trips 
he has refurbished the display departments 
of each of the shops, and has worked closely 
with the six district display managers (in 
the New York, Philadelphia, Boston, Chi- 
cago, St. Louis and Cleveland areas) to pro- 
ject the Peck & Peck “look” by following 
master plans which he distributes from the 
main office in New York. Only ten stores 
in the chain are without professional display 
help, and in all these cases, a member of the 
store’s staff has achieved considerable talent 
and proficiency for display. 

The master plans are products ot thorough- 
going consultations between Mr. Cramer, 
the merchandising department heads and 
the advertising department of Peck & Peck. 
These plans are distributed to all of the 
shops with a detailed sketch of the proposed 
display, a detailed listing of all of the 





TO: ALL STORES 
FROM: DAVID CRAMER 
SUBJECT: “BOUTIQUE CORNER” 


Shops with a sign “Cruise A la Carte.” 


plus in your shop and here’s how. 


the next week. 


For Spring, our new corner will be called “Our Bright Bouquet Boutique.” 
flowery type items such as flowered hats, scarfs, flowers and jewelry. See if you can arrange 
to set up a small corner in your shop by moving your counters together, or by using the wire 
table with cross rod (see sketch) and display these items. 


FEBRUARY 27, 1959 


In January and February in New York we introduced an idea which proved very 
successful and we are passing it on to you so that you can take advantage of it. 
these two months we featured a display of cruise items in a corner of each of our Fifth Avenue 
We showed beach hats. beach bags and other 
cruise items and the response was really terrific. 


During 


We know that you too can enjoy this added 


We will show 


We will send you a sign within 


I would be happy to hear from you as to how the idea works out for you and also as to 
the response you get from your customers in added sales. 
























































signs, and 
display props (or suggestions where to 
obtain them) all routed through the Peck 
& Peck Distribution Center. This close 
coordination of display and merchandising 
advertising has required that Mr. Cramer 
become more and more expert in the mer- 
chandising field as well as in display. 
Through his efforts, many national adver 
tising promotions have been successtully 
presented such as the promotions of 
Capital and Eagle Airlines, Pontiac and 
Dodge automobiles; plus publicity tie- ins 
with special issues of \ ogue, Harper's 
Bazaar, Mademoiselle, Glamour and Charm. 


merchandise to be used, window 


His display flair was an integral part of 
the success of Peck & Peck’s “Bermuda 
Blues” promotion, tor which the — store 
received the Gold Award of the National 
Retail Merchants Association for the Best 
Travel and Resort Promotion of 1958. 

f course, included in the master plans 
are the plans tor the three Peck & Peck 
shops which are on New York's’ Fitth 
\venue. They are given critical attention 
by Mr. Cramer as to the merchandise, ac- 
cessories and the display backgrounds used. 
These displays are naturally a little more 
lavish than the out-of-town plans, since 
they MUST take their place with the great 
stores along the most display-conscious 
avenue in the world. 
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Besides master-minding the window dis 
plays, Mr. Cramer is also responsible tor the 
“look” ot the interiors In connection with 
this, he is required to work up, with Peck 
& Peck’s Sales Promotion Manager, Mr 
George T. Peck, a yearly budget which is 
broken down into expenditures for fixtures, 
mannequins and display supplies tor all 
stores. 

All otf the display budget passes through 
his hands, and benefits trom the expertness 
of purchasing which only one with his ex 
perience could have. All of his purchases 
are made direct from manutacturers of fix 
tures and display supplies. This enables 
the dollars of his budget to travel quite a 
distance. This bulk purchasing is _ possible 
because of the magnitude of the Peck & 
Peck operation. In addition to the general 
budget, each of the main area display di 
rectors have their own budgets which ars 
used to supply their shops with display 
material to them locally 

Except for one small sign machine, Peck 
& Peck does not maintain a “display shop” 
at the New York City home ofhice. AL] 
props, signs, etc., are made by local firms 
to Mr. Cramer's specifications. 

Incidentally, all mannequins are purchased 
from the same firm and have the same colot 
tones and makeup, again promulgating the 
Peck W Peck look. 

The essence ot the Peck W Peck look 1s 
a concentration on the merchandise coupled 
with an open, tree and unobstructed view of 
the interior trom the street. The  back- 
ground displays chosen tor each master plan 
are either of a transparent nature, or are 
kept to a minimum. In a little over a year, 
tremendous strides have been made by Mr 
Cramer, and his associates, toward the goal 
ot achieving the Peck & Peck “look.” Mr. 
(ramer says that he has not reached the 
goal as yet, but we are sure he will in the 
very near future. We wish him the best 


of luck. 





® Chicago Display Keyed 


To Sharp Contrast 


Visiting firemen see black and white transition fashions in Windy 


City windows during market week . . . Five-foot-high piano keys 


dramatize point . .. George Washington spies among Romans at 
Marshall Field . . . Pink Seashells score at Lytton's 


By 
RICHARD 


DAY 


LACK AND WHITE DISPLAYS were 

prevalent in Chicago this month. Carl 

James summed it up in his Mandel 
Brothers display; “Keyed to sharp con- 
trast,’ his sign read. Transition fashions 
were big too. There were day-night outfits, 
work-play attire, travel and town browns 
and summer-into-fall fashions. W oodcuts 
also triumphed in Chicago display, reflecting 
the latest trend in graphic arts. 

It was a month that tound most display 
executives at Chicago to attend NADI Mar- 
ket Week, reported in detail elsewhere in 
this issue. It was a month that found 
Windy City promotions playing to a most 
expert, and therefore critical, audience of 
display people trom all over the display 
world. 

Carl James’ aforementioned Mandel’s dis- 
play, “Keyed to sharp contrast,” promoted 
black and white summer fashions. In the 
window illustrated were a pair of two-piece 
check suits and a white dress with black 
designs and trim. The mannequins were in 
the midst of a piano key setting that pro- 
vided both the “keyed” and the “contrast.” 
Huge five-foot-high piano keys stretched 
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across the lett half of the back wall. \ 
double-sized set of piano keys topped a 
stand across the right halt of the display. 
(ne mannequin sat on them in front of a 
large black panel at the right end of the 
background keyboard. A pair of piano keys, 
one white and one black, were placed up 
tront on the far right. Smooth textures and 
sharp lines characterized the keyboards and 
the fashions. 

Mr. James followed this display with an- 
other series of black and white windows 
(not illustrated) entitled, “Fashions: En- 
graved in Black.” This one featured black 
dresses. A black platform with white fac- 
ing at the back held one mannequin. Two 
others in front on the black and white floor 
flanked it. A gold frame hung in front of 
the rear mannequin framing an engraving 
on white felt that was hanging on the rear 
wall. The felt was notched on the ends and 
stretched between brass rods. Notched out 
pieces hung below the rod at the bottom. 
Mr. James turned white floods and red spots 
on the mannequins. An _ engraved-looking 
sign with Old English lettering added to the 
“Engraved in Black” theme. 

Virginia Paxson and her staff at Marshall 
Field called their fabulous corner window 
black and white display, “How to Catch a 
Roamin’ Eye.” On display were black 
sophisticated swim suits with frilly white 
trim. The setting was a Roman bath scene 


—Photos from top to bottom, by Clement Brad- 
ley and Dick Minto, Carson, Pirie, Scott; by G. C. 
Bowen and Bob Busse, Lytton's; by Joe Kreis, Saks 
Fifth Avenue; by Virginia Paxson, Marshall Field 
. . « Opposite page: Top, also by Miss Paxson; 
center, by Harry Meyers, Maurice L. Roth- 
schilds; bottom left, by Jack Boghosse, Goldblatt's: 
bottom right, by Carl James, Mandel’s— 


with a_ stylized, oversized Italian marble 
bathtub. The marble effect was achieved 
with black marbleized paper. The water in 
the tub was painted in on compositon board. 

Plaster busts of Roman notables rested 
on black columns around the bath. A bust 
of George Washington (a_ three-cornered 
hat made him a giveaway) provided the 
subtle touch of whimsy Chicago shoppers 
always look for in Miss Paxson’s displays. 
The Roman busts seemed surprised to see 
him there. 

An tron light fixture hung from an oval 
ceiling shape. Furniture in the setting was 
from Field’s antique section. Black luxuri- 
ous rugs were on the floor. Bowls of fruit 
and wine goblets placed here and there com 
pleted the setting. Half a dozen manne- 
quins displayed the suits. 

The sign was printed in Roman type with 
the strips of black lettering on white paper 
pasted to a block of the marbleized paper. 

“If the White Slipper Fits ... Wear It 
for Beauty,’ was the title of another Field's 
window. This one was white in contrast to 
the black bathing suit promotion. Two child 
mannequins dressed in pink and white, as 
Cinderella's prince, stood at opposite corn- 
ers of the window and held slippers. One of 
them also held the sign. More white slippers 
were displayed on white satin pillows, on a 
white platform, on a pair of white ballroom 
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Fixtures Spur Shopping 


By CLAIRE BROWN 


Eye appealing, functional, convenient describes 


custom interior of new California store ... Each 


department has own decor in keeping with the 


merchandise to be sold 


IXTURES FOR the Capwell store in 
kl Cerrito, Calif.. for Welton 
Becket & Associates were both architects 


which 


and interior designers, have been custom de- 
Y et, not only 
are the unusual fixtures designed to be func- 


signed to make shopping easier. 


tionally convenient, but they have eye appeal 
of the overall decor 


display. 


as well, both as a part 


and as handsome backgrounds for 
kach is tailored tor an individual department 
and tor the display of a particular type of 
merchandise. 

An excellent example is shown in the fixtur- 
ing used for the women’s shoe department, pic- 
with this The 


fenced off from the rest ot the floor by means 


tured article. department 1s 
of easy-to-see-through display counters and 
Phe counter bases are of wood and ar« 
that 
shelves 


racks. 


topped by frameworks of metal have 


built 1) 
thre contour ot the 


key hole channels. (,lass 


follow bases, the longest 
and center one of which sweeps in a gracetul 
curve around the corner of the department. A 
large assortment of shoes is displayed on the 

with coordinated handbags and 
(Other 


is displaved in shadow boxes against the wall. 


shelve S, along 


accessories featured shoe merchandis« 


The floor inside the shop 1s carpeted 11 


aisle outside of it 1s covered 


brown, while the 
by large rubber-vinyl tiles that are arranged 
in checkerboard squares of brown and beige. 
(hairs for the department are upholstered in 
tangerine and in beige plastic. A central col- 
umn is mirrored on four sides, and mannequins 
stand casually within the department backed 


against the columns, to complete the display. 
Aisles for the store generally are covered in 
ditterent color 
each floor, with one 
rest of the floor 


women's shoe 


two-tone rubber-vinyl tiles. A 
combination is used for 
of the 
(On the 


department is located, the colors are the beige 


colors matching the 


main floor, where the 
and brown 

Along the aisle in the fashion section, shown 
in the illustration, folding panels of natural 
color fibre are set in front of the supporting 
columns. These panels serve as background 
screens for mannequins posed on beige carpet 
covered bases. 

Two walnut panels flank the entranceway to 
the better dress and bridal shop. Inside the 
shop, a semi-circular ring in the floor divides 
the carpeted area from the rubber-vinyl tile 
of the rest of the floor. Walls for this par- 


ticular shop reach half way to the ceiling and 
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are painted beige with a spatter dash of brown. 
Curtained doors at the rear of the shop lead to 
hitting rooms. 

beige carpeted 


Mannequins are posed on 


against the panels at the shop's 


A third mannequin, in bridal attire, 


platforms 
entrance. 
is posed at the center of the room on a third 
platform back- 
ground, serving both to partially conceal the 
column as well as to make a focal point for 


with a column support as a 


the shop. 

An intimate corner is designed for women’s 
The walls are lined with mirrors, 
Stock 
cabinets and tables are designed in one long 
wall of built-in units as though tied together, 
each a part of the whole. Chairs are wood 
framed to match the front panels of the cabinet 
drawers. This department wall is the reverse 
of that to the better dress shop, hence reaches 
about half way to the ceiling, high enough to 
insure privacy for both departments. 

The floor of the millinery shop is covered 
with beige rubber vinyl. Hats are arranged 
on branching displayers placed atop the stock 


millinery. 
spaced between cream colored panels. 


cabinets. 

Intimate apparel is arranged in plastic bins 
which protect the delicate merchandise yet per- 
mit full view of it for selection. The 
bins slide out of cases under the display areas. 
wall cases hold addi- 


easy 


lower drawers in the 
tional stock. 

A lowered ceiling in this department creates 
an intimate atmosphere. The department ex- 
tends in an elongated U shape. The walls are 
done in two tones of blue metallic finish that 
makes an interesting background for displays 
of a wide variety of merchandise. Merchan- 
dise is arranged on display forms set above 
the bins. Manufacturers’ names are placed in 
blue block letters on the overhead wall above 
the featured displays. 

Other examples of the unusual fixturing for 
the store are located in the men’s departments. 
Ties, for instance, are massed on special racks 
that are supported by painted metal channels 
floor bases. The ties hang in 


abx ve Wor ye! 


natural position on bent hangers that are 
hinged in the center so the ties can be seen 
without having to remove those hanging in the 
rear. Forward stock is housed in the drawers 
below the display racks. 

Men’s furnishings are arranged in fixtures 
which are designed to perform to the maxt- 
mum. Metal channels are used for the frame- 
work and are filled with light grained woods. 
Pull out drawers keep the stock available for 
easy In the picture accompanying 
this article, the drawers of the fixtures are 
used to house slacks. At the back of the pic- 
ture are the walls of the men’s shoe depart- 
ment. The walls are covered with vertical 
wood planking. Shadow boxes and wall dis 


selection. 


play areas are covered with perforated hard- 
board panels. Brown lettering on the face of 
the lowered ceiling indicates the various de- 
partments. The floor is covered with beige 
rubber-vinyl tiling. 

An open counter is used for displaying men’s 
shirts. Stock is neatly stacked on glass shelves 
which are supported by metal channels. 
for the cases are of light wood. Glass shelves 
are also set on adjustable racks that fit into 
slots on a red area of the back wall. Counter 
display cases alternate with the line of open 
displays and provide a design contrast. 


Bases 


Fea- 
tured items are displayed in the cases and on 
top of them. 

Fabrics on the main level are arranged on 
floor racks that hold the bolts of material in 
upright position. The displayers are built in 
step fashion with dowels on which the bolts of 
fabric are placed. Mannequins wearing sug- 
gested styles are posed casually through the 
fabric department, against columns for back- 
grounds. 

Self-filling racks are used in the drug de- 
partment. The shelves are inclined to keep 
merchandise dropped toward the forward part 
of the rack, thus also helping to keep the 
merchandise in neat order. An upper section 
of the fixture shelves on which 
colognes and bath salts are displayed. An 
overhead light trough of metal is 


has glass 


painted 
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cream and decorated with punched holes. 


Other merchandise is displayed on adjustable 


glass shelves fastened by metal channels above 
light wooden floor bases. 

Eighty different silverware place settings are 
displayed in a custom designed case. The light 
trough and metal channel framework for the 
unit are painted grey and mounted on a light 
wood counter. All the silver is attached to 
replaceable, beige velvet covered, cards that 
carry price and name information. Wood 
chairs are covered in rich cowhide color 
plastic. 

Carpet-topped, tiered stands in the luggage 
department allow the display of two layers of 
luggage merchandise and at the same time pro- 
tect it from being scuffed in handling. The 
wood shelves are supported by light brown 
painted metal channels. 

The wall area around the escalator on the 
upper floor is kept low to allow an unob- 


[Please turn to page 56] 
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Unusual Sources Supply 


By RAYMOND and ELIZABETH MASSEY 


Ideas come from actor's dressing table, 


Italian etchings, French painting, carpenter 


shop, soda straws and colored tissue paper 


. . . Many lighting techniques revealed by 


displaymen . . . Artificial grape clusters ap- 


plauded . . . Off-beat illusion created in 


Saks swimwear display 


HE LIGHTS around an actor triend’s 
back stage dressing table, a bed ot 
nails, Rousseau’s painting, a group of 
ago 


sources 


etchings seen several 
these have lately 


of inspiration for Manhattan's imagination- 


Italian years 


been among the 
kindling displaymen 

director at 
facility tor 


Laurence Bartscher, display 


Henri Bendel. has a happy 


coming up with the unusual, for endowing 
singular quality best sug 
Bendel look 

to congratulate an actor 
friend room, Mr. 


took a fancy to the lights around the mirror 


his displays with a 
gested by his own phrase, “the 
Stopping backstage 
in his dressing Bartscher 
of his triend’s dressing table 

lo show off a pair otf simple white pique 
dresses that any budding ingenue would be 
delighted to wear, Mr. Bartscher suggested 
the glamour of the theatrical world by hay 
ing 40 40-watt frosted off-white bulbs 
rows of eight bulbs each) flashing on and 
off against a black felt floor back 
ground. Daylight filters were used for the 
minimum amount of additional lighting that 


(five 


and 


was needed 
posed with a white stepladder, wore white 
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Two ash blonde mannequins, 


Photos 
Courtesy 
Virginia Roehl, 
New York City 


piques with white linen pumps, white leather 
wrist-length gloves and pearl jewelry. The 
COPY, tor the Young-Timers’ Shop on the 
fourth floor, “Our dazzling white 
piques light up the summer evening.” 

into a po- 


read : 
How do you go about boring 
tential jewelry costumer's consciousness and, 
youve attracted his attention, keep 
trom boring him with the usual, the ex- 
pected? A trip to a hardware store prompted 
Display Director Gene Moore to remark to 
his associates at Tiffany, “Let’s start with 
a bed of nails and see where it leads us.” 

In the Fifth 
where matching diamond and ruby jewelry 


once 


avenue window seen here, 
was on display, a white brace and bit were 
propped against a white board fence in 
which five holes ot varying sizes had been 
bored. A broach was suspended in one hole, 
the same hole which supported one end of 
a spotlighted necklace whose other end was 
draped over the handle of the brace. A ring 
was placed in the spotlighted hole in the 


center. A pair of earrings lay on the white 
felt floor. Lighting was supplied by a com 
bination of daylight blue auto and 
pink-filtered baby spots in the ceiling. 

In the companion window, Mr. Moore de 
viated trom his usual policy of displaying 
only precious stones in Tiffany’s Fifth ave 


spots 


nue windows and again used the white fence, 
minus the holes, as a backdrop for matching 
and turquoise jewelry. In this win 
(not shown here) a white hammer with 


gold 
dow 
a bracelet draped over it was suspended over 
a bed ot white nails that had been partially 


—At top, by Sidney Shneer, |. Miller . . . Cen- 
ter, by Laurence Bartscher, Henri Bendel . . 
Top left, opposite page, by Gene Moore, 
Bonwit Teller . . . Top right, opposite page, by 
Henry Callahan, Saks Fifth Avenue Left 
center, opposite page, by Joseph Miller, Mil- 
grim's . . . Right center, by Gene Moore, Tif- 
fany's Bottom left, opposite page, by 
John Liles, Franklin Simon . . . Bottom right, op- 
posite page, by Anton Heller, B. Altman— 
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New York Display Themes 


driven into the white felt koor. A ring was 
perched on the nail which the hammer was 
poised to strike. Four nails had been par- 
tially driven into the fence: A pair of ear- 
rings hung on two of them, while a necklace 
lay over the other two. 

Three Tiffany windows on West 57th 
street (none shown here) may be mentioned 
briefly. In one, silver was set on a white 
board that had been partially painted silver. 
\ white paint bucket containing silver paint 
was placed down left with a white paint 
brush, its bristles covered with silver paint, 
laying across it. A central spot was on 
the place setting. 

In another window, a white dinner plate 
decorated with pink and red rosebuds and 
forget-me-nots was seen held at an angle 
in a vise that was placed on a block covered 
with white felt. Rosebuds and forget-me- 
nots were scattered on the floor. Seems 
someone had planed them off the plate with 
the small planer that was placed down right. 
The remaining pieces in the place setting 
a tea cup and saucer, dessert plate and 
bread-and-butter plate — were also on dis- 
play. 

In the third window a board that had been 
partially sawed through had been left on a 
sawhorse along with a saw. Several goblets 
were balanced on one end of the board 
“We figured if they fell, they fell.” They 
didn't. 

A word on Tiffany’s overall lighting plan 
may be of interest. Each window has a 6- 
inch-deep trough at the back containing a 
8-inch, 40-watt fluorescent tube that 1s 
changed to give the desired color. Six-volt, 
30-watt auto spots on a transformer are 
used with different color filters to spot the 
jewelry. At ceiling level a dozen or so 120- 
volt, 100-watt baby spots are used to impart 
hue. 








[Please turn to page 49] 





te 
ey - 





AUGUST, 1959 











".. the wonderful, bright world into which 
each viewer projects herself . . ."’ 


Your Store's Best Portrait 


By RODERICK McKENZIE 


Are your displays contributing to a Retail 
Skid Row? They should be literally shaking 


hands with the passersby, bidding them 
come inside where there is reliability, qual- 
ity, complete selection, warmth, friendliness 


—all factors in the corporate image 


N OUR TOWN, one ot the main business streets is fast becom 
ing a kind of Retail Skid Row. It’s hard to define, at first, the 
down-at-heel feeling one gets, walking its length. But the feel- 
ing persists until you reach a corner occupied by a big and modern 
department store. Suddenly, contrast hits you. You see, in the 
department store windows, a series of attractive, tastefully planned 
displays creatively tashioned with smart mannequins, good 
fixtures, against interesting backgrounds and props. And you re- 
call the other windows you've just passed: Peopled with out- 
dated, dowdy mannequins; crowded with rust-touched fixtures; 
built against paint-peeling backgrounds; and apathetically un- 
planned. These tell more eloquently than any words the decline of 
the stores behind them. 
For display, more tangibly than any other thing, paints the 
corporate image of retailing. With tremendous impact. 
It's no wonder. Display has been the primary means of com 
munication between seller and buyer since the days of the Pharaohs. 
[It is not only the on-location way to show the public the wares your 


store has to sell. It 1s also the way to tell people what kind and 
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quality and character of store they will deal with. 

That, after all, is the essence of corporate image painting 
public relations ... call it what you will. Only display, among all 
means of communication, is at the same time three-dimensional . . . 
on the spot . tangible. These qualities make your displays the 
logical public relations media the closest thing to personally 
shaking hands with the customer. 

Now what are the things that make up a good corporate image ? 
These, primarily: Character or personality, reliability, quality, range 
ot merchandise, up-to-dateness, convenience of location or services, 
warmth and triendliness and efficiency. These factors seem to be 
always present in the really successtul business. And they are 
usually expressed by all the means that public relations techniques 
can find. 

Yet their expression via display is often overlooked. 

Perhaps it’s because display has been held to deal primarily 
with things. Yet display can state and show and define ideas 
those corporate image ideas like character and reliability and the 
rest. All the things that add up to the central idea, planted in the 
consumer's mind, that your store or business is a good one to 
deal with. 

In fact, display is often the only means of describing a business 
to the public. 

There’s an example across the street from my office; one of a 
It's essentially a permanent, “walk-in” 
display of hamburgers, coffee, pie ... framed in its orange-trimmed, 
white tile “window.” It’s the setting, the real corporate image of 
that business. 

Now how does a window or counter or plattorm display do its 
part in saying: “This is a good firm to do business with?” 


chain of hamburger stands. 


First, it seems to me, by being well dressed. 
That doesn’t mean automatically doubling your props budget, 
or reworking every panel and background in sight, or putting in 


a new lighting system. It does mean that every display should 


look just a little neater and cleaner and better maintained than 
the finest department in the store. This simple attention to the 
simple details of keeping all props, cases and fixtures “well dressed” 
will do a great deal toward painting a corporate image of char 
acter, quality and efficiency. 


Next, displays should have tastefulness and style; especially 














“a display helps to say ‘this is a good firm 
to do business with’ by being well dressed" 
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display windows. For there is the theatre ... the wondertul, bright 
world into which each viewer projects herself for a time of 
vicarious queenliness among the furs and the fashions, the furni- 
ture and the fabrics all the things you sell that bring color 
and beauty and glamour to her life. This “theatre” will 
tell her much about the personality of the store behind it. It will 
define the store’s smartness, its up-to-dateness. The elements of 
excitement and imagination and tastefulness in a display are pow- 
erful forces. The majority of people have a built-in, albeit sub- 
. to the style and flair of crea- 
tive thinking in display. That reaction can do a lot in “typing” 
the business back of the window “theatre.” 

Every display, window and in-store, has the responsibility of 
telling people what the store sells, and in what range of styles, 
sizes, materials, colors and the like. There is a happy medium 
between the display that stands “alone upon a peak in Darien’... 
and the one that tries to imitate a dime store counter. But a dis- 
play can and should describe the range of items available 


conscious, reaction to good taste 


suggest completeness of stock, too. And thus say: “Here is con- 
venience choice efficiency!" This is corporate image 
painting with merchandise as the palette. Merchandise chosen to 
state that your store has many interesting things in many varieties. 
And thus to suggest even more. 

There is another and very important part of the public rela- 
tions job that display can do best and in fact must do, more 
and more. It’s part of a condition forced upon retailing by the 
great revolution of self-service. Gone are the days when Mrs. 
Jones seated herself on one of the counter stools at Mr. Smith’s 
dry goods emporium and asked Mr. Smith to spend a half hour 
helping her select the new drapery material for the front room. 
Today, for better or for worse, there’s no type of retailing that isn't 
being increasingly influenced by self-service. And it is now a basic 
attitude on the part of every shopper. 

This new way of shopping and buying is reducing the person- 


Painter...Your 


ality-factor the very entity of the average store. The picture 
has shifted, in the consumer’s mind, from “that nice, helpful Mr. 
Smith” to “that section where you can look over all that yard 
So it will be increasingly up to display to find ways to 
express character, convenience, friendliness, efhiciency and service. 

One way that can be accomplished is with good display copy, 


1 %° 
goods. 














... and if it's poorly dressed, it does 
just the opposite!” 
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". .. today there's no retailing that isn't being 
increasingly influenced by self-service .. . " 


Displays 


and enough of it. The drug manufacturers, for example, learned 
long ago that drug stores would happily display their antiseptics, 
toothpastes and shampoos if they provided good, window-filling 
display props with them. And the manufacturers made sure there 
was plenty of selling copy on those props. Their picture-and-words 
displays have almost entirely replaced the colored glass flasks on 
their brass chains that used to say “pharmacy.” 

A display is an advertisement, just as any newspaper or maga- 
zine ad is. So there’s every reason why a display should blend 
word and picture, art and copy, just as any ad does. If the display 
planner has erred, it has been on the side of too few words about 
the things or ideas he is showing. Certainly in the idea area, 
there’s no reason why copy shouldn’t be used on panel or easel card 
or on the glass itself to say in so many words that here is a 
friendly store and a reliable one. Come in and meet us. 

What is more, we are often too prone to depend on implica- 
tion and nuance too little concerned with expressing thoughts 
and ideas clearly and fully. Words can help display do that, and 
do it better. 

As you plan your future display program, keep in mind the 
various segments of a good and growing corporate image. And let 
display imaginative, exciting, well dressed and clearly stated 
... do its major part in painting the portrait of your store or busi- 
ness. Work to produce displays that sell ideas as well as wares. 

And remember that the effect of display, good or bad, is cumu- 
lative. Display will, with increasing impact, describe your store 
to the world. It will say, more and more strongly: “Here’s a fine 
place to shop” . or more and more wistfully: “Stay away, we're 
headed downhill.” 

Any display window, counter, shadow box, whatever kind 

. is tar more than the attractive gift-wrap of merchandise. It is 
the three-dimensional, on the spot, tangible communication with 
customers and prospects. 
sponsibility you can give it. 


[It deserves all the public relations re 


Display sells ideas as powerfully as it sells things. After 


all, where would Santa Claus be without it? 
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Sport Shirt 
Rigging 
Tips 


—Shown here are excellent examples of how sev- 
eral leading men's wear displaymen in New York 
City are displaying men's sport shirts . . . At top, 
left and right, are shirts rigged by Claude T. 
Gardner of Wallach's, using a new form which 
he designed, and which is now marketed by D. G. 
Williams of New York City . . . At bottom left is 
a portion of a display by Weber & Heilbroner 

At bottom right is an arrangement by 
Browning, King .. . At bottom of opposite page 

is grouping for Paul Stuart— 
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Fig. 4 


HERE ARE hundreds ot et- 

fectively displaying short shirts, as they 

are quite versatile. With cleverness 
they can project any mood chosen. As you 
can see in the accompanying photos, they 
can be folded, rigged on forms, draped on 
hangers, even pinned to ramps or screens. 
It's up to your imagination and good taste 
to take advantage of this item and present 
it in the best light possible. 

Displaymen who are using the standard 
shirt form and want to achieve a better look- 
ing and neater display should follow the 1n- 
structions and illustrations given here. 

Fig. 1. Cut a 14-ply piece of cardboard 
the length of the form, adding six inches to 
length; cut the width according to the size 
of the form. Draw a line across the width 
six inches from the top and cross it with a 
center line. Draw a circle to 
neckpiece about 3% inches radius. 

Fig. 2. Take the distance across the bot- 
tom of your shirt form and divide it equally 
on the center line. Mark your points with a 
thin, flexible yardstick — the wind found in 
any paint supply store. Draw curved line 
from the two points and cut. 

Fig. 3. Taking scrap piece you have just 
cut off, turn it over and use it as a pattern 


ways of 


oversize of 
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Fig. 5 


for the other side. Cut out circle previously 
laid out. Slit line from top of 
cardboard. Bib is now ready to be installed 
over form. 

Fig. 4 and 5. Line up center line with 
center of form. Proceed with normal opera- 
tion of pinning or stapling, making sure it’s 
properly centered with form. Cut off excess 
overlap due to slope of shoulders. This kind 
of bib is very helpful for either long or short 
sleeved shirts or pajamas. 

Fig. 6. This is the final result of your 
interpretation, ready to play its part in the 
window. 

Good pressing is essential. Remember, it 
is to your advantage to create that “display 
appeal” in your window. When using the 
conventional shirt form, drape a piece of 
foulard silk or taffeta over the neckpiece 
(see photos). This gives a touch of jaunti- 
ness and slickness to your display. 

Papier mache torsos make the ideal form 
for rigging short sleeved shirts. For long 
sleeved models, the valet draper or one of 
the modern, neat looking plastic hangers 
does a wonderful job (see photo). Sleeves 
should be pressed full round. This wili 
make them hang naturally without the use 
of padding or tissue paper. Stands will 


circle to 


never 








do 


justice 


to 














Fig. 6 


long 


sleeved shirts 


Many protessional displaymen have applied 


the 
display 


“profile drape’ 


problems 


technique to solve their 


with 


this 


item. 
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in St. Louis Display 


By CLARA BALDWIN 


Displaymen tie in fashions with all types of 


merchandise to add extra dimension . . . Three 
major stores lead the way downtown and in 


suburban branches 
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ITH ST. LOUIS a very social city, 

it is necessarily fashion conscious. 

As a result, fashion plays a leading 
role in display. It is used in regular fashion 
windows, in conjunction with 
sponsored both in the stores and in major 
hotels or social centers outside of the store, 
and for major events such as the gala Bal 
Masque at the City Art Musewm each year for 
which Adrian Delsman, display director for 
Famous Barr, designs the settings. 


style shows 


Also, the display directors of the three major 
St. Louis department stores—namely Famous 
Barr Company, Scruggs-Vandervoort-Barney, 
Inc. and Stix, Baer & Fuller Company 
displays that tie in fashion with about every 
other type of merchandise. Fashion ties in with 
stationery, with cosmetics, with records and 
with anything 
can be 


design 


record players, with fabrics 


and place where a mannequin 
added naturally and casually to give an extra 
dimension — the end use, as it were — and life 


to an otherwise static display. 


any 


The downtown store for each of the three 
companies covers a full city block and windows 


Barr look that is always maintained in the 
four stores. Meetings of the display managers 
are held frequently at the downtown 
display office. 

An interesting example of fashion coordi- 
nated with other merchandise at Famous Barr 
played up stereophonic sound equipment. Back- 
ground and floor were black —in fact Famous 
Barr uses black or dark backgrounds through- 
out their windows for creating dramatic 
effects! A white fur rug over the black floor 
covering conveyed a feeling of luxury. Records 
were strewn across the rug in front of a 
record player, while a mannequin in a loung- 
ing robe of pink, red and white 
seated on a_ cushion 
though relaxing in her own home. 


main 


tones, was 


selecting records as 
Another record player stood on a raised, 
black covered platform at the other side of 
the window. More cushions 
against the platform and arranged with the 
copy strip. Two large, natural color ear cut- 
outs were suspended against the back wall and 
tension lines of gold yarn radiated from them, 
crossing as they stretched taut to the floor. 


were propped 





are changed in each about every ten days. 
Famous Barr has 37 windows in their down- 
town store, and three suburban with 
from 14 to 23 windows each. The suburban 
stores are located in Clayton, Northland and 
Southtown. While Mr. director 
for the entire Famous Barr display program, 
and major promotions are planned in coordi- 


stores 


Delsman 1s 


nation for all four stores, the set-up is unique. 
The display department consists of five major 
units with a manager in charge of each unit. 
These include the three suburban stores, and 
the window and interior units of the downtown 
store. The display managers for each of the 
suburban stores work with their respective 
store managers in store planning and in dis- 
play, and each is a strong part of the store, 
with authority to act individually. Each store 
has its own production manager also, although 
most properties are purchased outside and are 
ordered through the central display depart- 
ment. Mr. Delsman keeps a special file of 
new materials for reference use by the sub- 
urban managers—for though the suburban 
display managers act as independent designers 
for their stores, there is an overall Famous 
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Famous Barr 


tied 


the 


from 
stationery 
The theme was lilac and an artificial 


example 
store, 


For an 
Southtown 
fashion. 
lilac bush seemed to grow near a grilled tron 
archway. Ivy twined up the opposite side of 
the arch. A mannequin was posed in front of 
the 
entertaining 


was with 


the arch opening, and read “The 
Perfect Accessory for 
Lilacs — everywhere.” 

were suspended by wires against the dark wall 
at the opposite end of the 
third shelf stood on the floor. 
was arranged on the shelves. 


Cf py 
lilacs 
shelves 


lilac colored 


window. and a 
Lilac stationery 


At Scruggs-Vandervoort-Barney, where Pet« 
serta is display director, there are 33 windows 
in the downtown store and two. suburban 
stores, one each in Clayton and Crestwood. 
All major display programs are coordinated 
through the main display ofhce. Properties 
even including the elaborate and highly tech- 
nical properties for Christmas—are made in 
Scruggs’ own display studio. Each of the 
suburban stores maintains a small display de- 
partment, however, under the supervision of 


Ray Pape, the suburban manager. Properties 


for the two are kept at Crestwood and shuttled 





shuttle truck 


Window changes are scheduled for every ten 


back and forth as needed in a 
days, and depend on advertising. Scruggs has 
a continuing fashion show program and always 
plays up the fashion show in their windows, 
with from one to six windows devoted entirely 
to the show fashions. 


Christmas with Scruggs is a major produc 


tion. Traditionally the archway over the 
store's entrance is transformed into a stained 
glass window, with a group of robed carol 


singers arranged in front of it, cathedral effect 
Needless to say with their own studio capable 
of turning out complicated mechanical settings 


and with Bodo Kurgas, a top artist as Mr. 
erta’s assistant, Christmas displays for 
Scruggs are something out of this world! 


Off into a fairyland dreamland where figures 
large and small turn and spin and dance! 
The artistry is there, too, in the day to day 
settings through the rest of the year. For a 
promotion of imported entitled 
Mediterranean Mood, Mr. Kurgas drew maps 


housewares 


of the area on the window glasses on the 
Olive street side of the downtown store in 
(Chinese gold. Mats on the floor were in 


matching gold. The overall color scheme was 
white, gold, amber, with Chinese green fabric 
wrapped about a central column at the rear 
to give punch to the setting. The copy read, 
“A new trend in Mediter- 
ranean Mood ‘Andalucia’ fabrics inspired by 
the Romantic Mystery of Spain.” The 


o lass. 


home decorating 


Ci py 


card was flat against the window 


—Six representative St. Louis displays are shown 

here ... At left and center opposite page, by 

Stix, Baer & Fuller . Two top photos on 

opposite page, by Famous-Barr . . . Two bottom 

photos on opposite page, by Scruggs, Vander- 
voort, Barney— 


For another display, this combining — the 
fashion touch, the setting was designed to pro 
mote a fragrance. Green scatter grass was 
strewn in pattern on the beige carpeted floor 
(;old curtains were hung as background, and 
white Hecked 

pended by pink ribbons. 


on the seat of one swing. arranged with 


with gold. were = sus- 


A big pink rose lay 


swings, 


fea- 
tured cosmetics. 

A mannequin was seated in the second swing 
and her costume blended with the overall theme 
of the setting, Watteau 
Watteau, a print of which stood 
\ white column and a 


Rose, inspired by a 
painting by 
near the window front. 
white urn with 
white rose leaves completed the display 

Stix, Baer & 
downtown store. 
at Westroads. The downtown display depart 
ment has a staff of 25 including the production 
Westroads a display 
Displays are planned jointly be 
Westroads 


though the 


green ferns and a branch of 
KF ulle r has 34 windows in the 


Stix has one suburban store 


and sign divisions. has 
statt of six. 
the 


being 


tween LWO stores. reflects 


what is done downtown, 
problems are entirely different, requiring dif 
ferent properties and different treatment. Thus, 
while there is a definite exchange and coopera 
tion between the two, the display programs are 
different. 

The downtown store has no main aisle and 
there Which the 
pillars of the store are the regulating factor 
for display and the column treatment 1s em- 


are six entrances. means 


[ Please turn to page 20] 
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ITS ALWAYS M 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 


NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 


Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS’ — 
PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 


ARKET WEEK IN NEW YORK 


Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





American Fashion Museum 
16 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R. D. G. A. 


Fashion Displays 
1) W. 31 St., NYC I Oxford 5-2267 
Manufacturers of Fine Mannequins 
Display Equipment 


Miya Company, Inc. 
39 East 28th Street MU 5-351 1 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


The Greneker Corporation and 
Visual Merchandising Displays, Inc. 


MANNEQUINS 


and Promotional Displays 
991 Sixth Ave. CHickering 4-7165 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 





Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 


Interesting imports from Europe and the Orient 


Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


Royal Tinsel, Inc. 
42 Greene St. WO 6-5733 


MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 


Send for Free Color Card 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


David Hamberger, Inc. 
136 West 31st St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 


Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 


Display Units, Novelties and Decorations 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


Cut corners with Circle 





Colonial Decorative Display Co.., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 








The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to ect. 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Kenbury Glass Works 
132 West 14th St. Tel.: WA 4-3186-7 
Apothecary Show Globes, Christmas Orna- 
ments, Domes, CRYSTAL PRISMS, Laboratory 
Glass, Jewels, Timbers, Bottles. 
Also—Permanent Showroom at the Display Center 


Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





A. Lutz 


3 West |8th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





D. G. Williams, Inc. 


498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


50 West 22nd St. OR 5-1280 








SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 





New Survey Assays 
Role of P-O-P Advertising 

In a new three-part report, “The Role of 
Point-of-Purchase Advertising in Today's 
\dvertising Agency,” the Point-ot-Purchase 
\dvertising Institute documents intormation 
on current practices ot advertising agen- 
cies, point-of-purchase producers and adver- 
tisers in this important area. The study was 
conducted with the guidance of the Associa- 
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tion's Research Committee, Carl Bergmann, 
chairman and sales manager, Palmer Asso- 
ciates. 


New and authoritative material reported 
in the study was obtained from personal in- 
terviews with advertising agency executives, 
and written questionnaires of the associa- 
tion’s producer members as well as national 
advertiser associate members. Part One of 
the study deals with the Advertising Agency, 


Part Two, the Point-ot-Purchase Producer, 
and Part Three, the Advertiser. Addenda 
to the report include several quotations from 
both the point-of-purchase producer and 
advertiser respondents. 


Review copies of this report are available 
upon request. Please write Nancy Cran- 
dell, director of Public Relations, Point- 
of-Purchase Advertising Institute, 11 West 
2nd street, New York City 36. 
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BETTER 
DISPLAYS. 







You Need 
The Best 


G Christmas 
Display 














How you finish the year 1959 will depend greatly on your 
sales volume for the Christmas season. Will you be 
prepared to make the strongest bid for the huge sales 
potential in your own city? Much depends on how you 





handle your Christmas display promotion to make it full 
of holiday atmosphere. Shoppers are influenced by your 
store's display treatment. Make your store the Christmas 
store of your city by working with the New York display 
houses. They can supply your every display need, from 
fabrics and foliage to elaborate storewide promotions. 


CONSULT: 
THESE 


NEW 
YORK 
DISPLAY 
HOUSES 


- she 
i ALWAYS MARKET WEEK IN NEW YORK 



























DARLING 


New straight cut 
coat forms 


make sales 
come alive 


A clothing designer’s concept of coat 
forms for latest style men’s and prep wear. 
Two sizes in grey jersey-covered papier- 
mache. Removable wood neck blocks in 
bleached oak or walnut finish. %” form 
stand fitting. Write office nearest you for 
new literature. 


L.A.DARLING 
COMPANY F 


Dept. 308 
BRONSON. MICHIGAN 


NEW YORK, 47 W. 34th St CHHCAGO, 222 W. Adams St! LOS 
ANGELES. 1828 S. Flower St. e Distributors in Principal Cities 
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Childers Studies Fashion 
At Dior Studio in Paris 


Bill Childers, display director and fashion 
coordinator for the Dunlap Company, Lub- 
bock, Texas, left for Paris by Pan American 
Jet on July 1, to spend the month of July 
at the House of Dior. He was invited by 
Geoffrey De Seynes, who is the Attache’ 
Direction Commerciale, House of Dior, to 
study first hand the various techniques of 


— Bill Childers — 


merchandise presentation of the famous cou- 
turier fashions. He will learn the behind- 
the-scene development of fashion trends, so 
often first by the House of Dior, and work 
in various departments of this world famous 
designer studio. 

Mr. Childers has been with the Dunlap 
Company since 1948 working in various 
phrases of merchandising, and because of his 
artistic talents he was promoted to display 
director in 1954. He created and designed 
the displays for the new Dunlap store which 
opened in Lubbock in February, 1955. On 
Thanksgiving Day, 1955, he unveiled in his 
huge corner window the world’s largest arti- 
ficial snow-flocked Christmas tree towering 
28 feet high, using over 1500 lights and 1800 
ornaments. This sensational sight has be- 
come a tradition annually for all West Tex- 
ans of all ages. It is being refinished by 
Schack’s, Inc., Chicago, and will make its 
fifth appearance, ready for the holiday shop- 
pers, and especially the new Texas genera- 
tion, to stand with upturned eyes in com- 
plete awe of it. 

In January, 1959, Mr. Childers, added to 
his duties by taking over all fashion coor- 
dination for Dunlap’s, which includes the 
handling of all fashion shows and acting 
as commentator, as well. 


Flame-Proofed Sculpt-O-Fab 
Available from Walters 


Ben Walters, Inc., who introduced colloid 
treated fabrics to the display field ten years 
ago, and who developed most of the tech- 
niques now in use, announces that their 
new, improved colloid treated fabric, Sculpt- 
O-Fab, can now be obtained flame-proofed. 
Flame-proof Sculpt-O-Fab is the logical 
answer to outdoor and indoor Christmas dis- 
plays where Christmas lights play a big 
part, Mr. Walters says. It comes in vari- 
ous weights and widths. Write to the firm 
at 156 Seventh avenue, New York City, for 
information. 
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a. 


make sales 
come alive 


Rugged new Darling 
mannequins will help in- 
crease your sales. Avail- 
able standing, seated, 
One-piece, two-piece, 
in papier-mache. Write 
Office nearest you for new 
literature. 


L.A.DARLING 
COMPANY 4 


Dept. 308 
BRONSON. MICHIGAN 


NEW YORK, 47 W. 34th St.; CHICAGO, 222 W. Adams St.: LOS 
ANGELES, 1828 S. Flower St. e Distributors in Principal Cities 
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—Here is an ingenious idea for displaying small fashion accessories in low windows 
items on glass platforms suspended from the ceiling by strong but thin wire 


wood frames supporting the glass . . 


... Arrange the 
... Wire is attached to 


. Because of its unlimited visibility from all angles and its 
see-through qualities, this display idea is readily adaptable to the open-front windows . 


. This 


display is by Maria Teresa and Fugger Crespi for Linea Montenapoleone, Milan, Italy— 


Display 


—« 


—A simple but eye-catching animation is this 
ferris wheel display of scarves as done by A. 
Ruza of Ceske Budejovice, Czechoslovakia ...A 
of these revolving wheels showed the 
scarves to cut-out figures placed at the front of 
each window . 


series 


. . Here, a Christmas theme was 

established by the addition of tinseled string, ball 

ornaments and a wire sculpture moon — all 
white against a dark background— 





AUGUST, 


'9Sa9 








—In Holland most of the best fabric displays 
are done in connection with the various exhibits 
by the textile firms, such as the Textil-Messe 
Utrecht of 1959... This display was installed by 
Smit of Rotterdam, decor designed by J. Hoog- 
straten, Amsterdam, with head designer, O. 
Keyzer, Amsterdam .. . Fabric is draped from 
wire loops in front of Dralon trade name... 
Hands emerge from bell-shaped stand to support 
other material in a graceful drape to the floor— 








Displayers 








make sales 
come alive 


A complete new line of 2 


displayers and stands for 4 


men’s apparel. Easy to 
trim, smart appearing. In 
brushed chrome and wal- 
nut. Write nearest office 
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The Display Executive 


Confidence and order permeate department operation of 
Woodward & Lothrop, Washington, D. C. ... No clutter, no 
frenzy ... Simple forms, charts keep work flowing systematic- 
ally .. . Display executives must know what is being done and 


by whom at all times 
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N MUCH the same way that television 

sponsors have their scripts and castings, 

in writing, for future programs, and must 
conduct research and rehearsal in connection 
with any production, so displayman George 
K. Payne, head of display at Woodward & 
Lothrop in Washington, D. C., has found 
that by using comparable methods in sched- 
uling and presenting the displays, 
his department's work is permeated with 
confidence and order: and the problems ot 
the artisans are immeasurably simplified, as 
well as his own. 


store’s 


According to Mr. Payne, the planning of 
a display becomes a part of the over-all 
advertising for the The plans are 
made on a monthly basis tor the month im- 
mediately following. These planning ses- 
sions are held on the first Friday of 
month. 


store. 


each 
The head of the advertising depart- 
ment and Mr. Payne meet with the merchan- 
dise managers who come with their adver- 
tising plans. The conferences run consecu- 
tively all day by appointment, the sessions 
lasting about an hour and a halt for each 
merchandise manager. In each session, co 
ordinating thought is given to the producing 
of a well-rounded advertising schedule. 

In these “brain-storming§ sessions’ all 
branches of the advertising media are dis 
cussed and put down on spread-sheets for 
the various means of communication, one 
each for radio, television, newspaper and 
display. Schedules are generally “in the 
mill’ as far as six months 
sometimes a year. 


ahead — and 


The spread-sheets (shown here) that Mr. 
Payne takes to this meeting are Monthly 
and Weekly Display Lists respectively. They 
are blank charts made from ozalid masters 
15 by 22 inches. When he returns from the 
meeting, the information on each list 1s typed 
onto a corresponding blank ozalid master, 
and 22 copies are run off. A copy of the 
monthly list 1s furnished to each of the fol- 
lowing: The vice-president in charge of ad- 
vertising, the advertising manager, the mer- 
chandising managers, the assistant display 
manager, and the displaymen at the branch 
that they may be informed ot 
what the store’s displays include at the main 
building and adapt theirs to them. A copy 
of the weekly list is given to the supervisor 
of displays and the shop foreman. In this 
way all the Woodward & Lothrop stores 
achieve the “image of the store,’ with all 
display related to the main store’s current 
advertising. 

The No. 1 list is the month by weeks, 
showing windows and vestibules and also 
interior display locations for each of nine 
floors. Its columns provide spaces for five 
full weeks to accommodate the days of a 
month beginning after Sunday of the first 
week and those ending before Saturday of 
the last week. 


stores, so 


The No. 2 list could be called a week-at- 
a-glance, and is more detailed. It has col- 
umns headed, respectively: List No., From 
—, To Date Complete, Date Photograph, 
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By MYRTLE STEWART 


and Trimmer. Wown the lett side are listed 


all the store's main and north-building win- 


dows, including vestibules. The lower fifth 
ot this list is headed differently in columns 
titled, respectively: Trimmer, Floor and 
each day of the week. 

These two lists were worked out by Mr. 


Payne for Woodward & Lothrop. 
They provide a check on defining and sched- 
uling changes in window and interior 


play. They are posted in convenient 


use at 


dis- 
loca- 
tions in the display area for the information 
ot everyone concerned and for the 
of time Thus no displayman or 
trimmer doubt 


necessary, 


Saving 
and 
need 


steps. 
ever be in about 
When 
pasted on the schedules. Every 
chart is filled in, or indicated by a 
symbol, so that there will be no risk of un- 
certainty or misunderstanding as to 


any 


assignment. revisions are 
space on 


every 


when 
any given display comes due. Furthermore, 
anyone looking at the schedule can see that 
there is an opportunity each week to coor- 
dinate a window with the point of sale. 

The posted charts are the guides for Rob- 
ert Griffith, assistant manager of display, 
Rowland Leimbach, supervisor of windows, 
and Tom Clark who is supervisor of interior 
display. 

It will be noted that the blocks for certain 
windows contain the letters A/B. This 
that the window is divisible, if de- 
sired, by means of an ingenious device of 
Mr. Payne’s which will be described in a 
future issue. 


means 


At the monthly meeting, the promotions 
tor the coming month are studied and the 
most adaptable material for windows is 
selected with the thought of increasing sales 


and creating the correct 
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above in the words HIGH FASHION are 


ey-cel hihi Maatolaliellolia 

They are the newest in Mitten’s 
“designer series.’’ Available 

m.t? UU". 2°. 244s. 4 
Write today for free samples 

of Montclair. 

Mitten display letters are unsurpassed 
for design and craftsmanship — 

107 sizes and styles available in stock. 


MITTEN’S 
DISPLAY 
LETTERS 


39 W. 60th St., New York 23, N.Y. * Mitten Building, Redlands, California 





At Woodward & Lothrop, the dis 
play and advertising departments coordinate 


store.” 
their plans with coming promotions dis- 
play always taking its cue from what the 
merchandising buyers have bought to be 
sold. 

Mr. Payne keeps his own display lists tor 
future displays in separate ring binders. An- 
other bit of the man’s ingenuity 1s seen 1n 
the way he organizes material betore a pro 
ject is launched. Instead of putting the 
schedule in a binder open, he ftolds it to a 
little less than the size of the binder and 
fastens the left-hand securely with 
the rings in such a way that the space be- 
tween two of the folds, at the top edge ot 
the binder, becomes a pocket. In this natural 
pocket he places, for safe-keeping and ready 


edges 





material he Whicl 


for the 


ACCESS. any Comes upon 


will be of use particular theme o1 


themes shown on the particular schedul 
This material consists of related papers, 
designs, ideas or hints of ideas that might 


be or definitely will be useful when the time 


comes to activate the themes. The material 


is thus safely battened down not mis 
placed or inadvertently watted into a waste 
basket! 

Daily, the staff draws 
for 


up lists of merchan 
items Phe 
items are then requisitioned on a merchan 


cise needed each display. 


showing all 
date 


particular department, and 


dise voucher, in duplicate, 


necessary information, as well as the 
returned to the 
by whom 

[ Please page 64] 
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For Realistic Snow Effects 


use BEN WALTERS’ 


WHITE SCATTA-FLAKES 


*% CLEAR SCATTA- 
FLAKES — Use for 
effects or simulate soap- 
suds for Wash & Dry pro- 
motions. $1.00 per Ib.; also 
in color $2.00 per !b. 


snow 


\. a en | 
Se ae Ss 


a? Aled 


 - 


A—6" A—3" B—6" B—3" 


% CLEAR PLASTIC PENDANTS 


$5.50 per hundred 
3.00 per hundred 


We also carry a huge selection of plastic 
jewels, snowflakes, stars and jewel chain. 


* PLAST-EX 


Plast-ex'’ is a plaster impregnated cloth which is 
a novel modeling and casting material. Dip 
“Plast-ex'’ in water and it becomes workable .. . 
sets up in 30 minutes to a plaster hardness... 
it's fun . . . clean, easy to work with .. . con- 
venient ... no mixing ...no mess... no clean- 
up. Sold in rolls 10 yards long by 18" 
$7.50 per bolt . 


6 in. size 
3 in. size 


. . PLAST-EX SEPARATOR—for 


releasing Plast-Ex from plaster mould . . . $3.00 | 


per jar. 


% ANGEL HAIR — White, $1.08 per Ib.; Colors, 
$1.33 per Ib. Tiger Whiskers—Glass Veiling 
— Puff Glass. 


% SCULPT-O-GLAS — The crystal clear plastic 
film. Dip in activator and imbed objects with 


it. Make beautiful stain glass windows or | 


crystal clear statuaries. (Fireproof.) 


SNOFOME — The foamed plastic in white— | 


non-inflammable. In sheets 2 ft. x 6 ft. One 
inch to 8 inches thick. Make beautiful carv- 
ings with our Electro Sculpt machine using 
the hot wire principle. 


And of course, the improved waterproof and 
weatherproof SCULPT-O-FAB: The fantastic 
DIP IT, DRAPE IT, SHAPE IT plastic. Now 


available flameproofed. 


We also have a huge inventory of 
Celastic at closeout prices. 


% At your display jobbers—or order direct. 
BEN WALTERS, Inc. 


156 7th AVENUE, NEW YORK 11, WN. Y. 
Algonquin 5-1500 





Fashions on Parade 
At Moscow Exhibit 


One of the attractions at the American 
National Exhibition in Moscow, a_ live 
fashion show and apparel display, has been 
arranged under the direction of Leonard 
Hankin, executive vice-president of Bergdort 
Goodman, N. Y. The half-hour show, with 
Russian commentary, will be presented four 
times daily in an all-plastic pavilion. The 
models will be mostly nonprofessional and 
will include three American families. The 
apparel will range from work 
clothes to formal attire. 

Another phase of the fashion industries’ 
presentation will be housed in the main ex- 
hibition hall and will show fabrics and syn- 
thetic fibers, as well as America’s distribu- 
tion and selling methods. Displays also 
will tell the story of the trades 
unions and the leather industry. 

Funds for the venture have 
by four sections of the industry: 


wearing 


needle 


been raised 
Fiber and 


fabric producers, apparel manufacturers, re- 
tailers and labor unions. 


fashion dis- 


The 


will be part of a cultural, scientific 
technological exhibition designed to 
further Soviet understanding of life in 
America. The exhibition opens in Moscow’s 
Sokolniki Park, July 25 and closes Septem- 
ber. 


play 
and 


Corrugated Uses Compiled 
Into Grand-City Publication 


A compilation of developments and trends 
in the merchandising of products via crea- 
tive applications of corrugated and carton 
stocks is a new service offered by Grand- 
City Container and Federal Carton Corpora- 
tion. Titled “Ideas in Merchandising,” it 1s 
being mailed regularly to a list of users of 
shipping, packaging, point-of-purchase dis- 
play and advertising materials. The contents 
are devoted to novel and helpful usages of 
corrugated board as well as cartons. A re- 
quest on your company letterhead addressed 
to Mr. David Rous, vice-president in charge 
of sales, Grand-City Container Corp., 2001 
Tonnelle avenue, North Bergen, N. J., will 
assure your place on the mailing list. 





TRADE PERSONALITIES Nol92 by Covet 














wide. | 





Mitton WAs BORN IN 
MEMPHIS, TENN. AUNE IO, 1915 
MeveDd TO SAN ANTONIO, ~ 
TEXAS AT FOUR AND CAME 
TO HOUSTON IN 1938 TO 
JJOIm SOUTHERN IMPORTERS 
ANP EXPORTERS. BECAME 
FULL OWNER FEB.I1,I958. 


Wa AM PADIO OPERATOR. 
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FASHIONS IN 
ST. LOUIS DISPLAY 


[Continued from page 31] 


phasized to give a continuity to the display 
design. 

Westroads has four floors, and due to its 
special clientele, puts even more emphasis on 
fashion than the downtown store though as 
with each of the other major department stores, 
fashion is a tremendous factor with Stix. The 
windows in their downtown store are keyed 
to fashion. 

One of the special display features with Stix 
is titled “Ideas to live with’ where home 
furnishings are combined with fashion. Stix 
customers have come to depend on that feature 
for fashion ideas for their homes. For since 
St. Louis is socially minded and since homes 
are a key factor in the entertaining picture 
in St. Louis vicinity, new home ideas are as 
eagerly sought after as fashions in wearing 
apparel. Result: “Ideas to live with’ has 
definitely paid off for Stix. 

An example divides the window into two 
units—a larger summer porch, and beyond the 
porch, a hallway in the house. Signs with 
bursting effect read “Idea,” and below each 1s 
a copy card giving the idea. 

The hallway was keyed to wallpaper and 
was done in tones of pink to mauve. The 
porch was white with a Victorian quality. A 
mannequin was posed in the hall and a second 
on the porch, to give the rounded, and lived-in 
effect. 

In a charming window that did not play 
up fashion, there was a trolley cutout with 
black cork arranged on the floor between small 
ties to indicate the track. Clocks stood on 
black platforms and a big clock with a daisy 
petal framing that resembled a sunburst was 
suspended overhead. The whole was a clever 
“fun” display that proved a huge success. 

The story could go on and on, for display 
in St. Louis is important, interesting, exciting. 
But definitely, for St. Louis, with its junior 
fashion market, with its fashion conscious 
customers busy in a whirl of social activities, 
the display directors are finding that incor- 
porating fashion with all possible displays is 
paying off in big dividends! 


Northcraft Lighting 
Sues Former Employee 

Northcraft Lighting Corporation, Haver- 
straw, N.. Y., Nathan Dworkin, president, 
has filed suit against Martin Kent in the 
Supreme Court of Rockland County to re- 
cover $50,000 damages for statements made 
by Martin Kent which Northcraft Lighting 
claims were slanderous. Martin Kent, un- 
til his recent discharge, was sales manager 
and in charge of all sales personnel. 

Krom the complaint filed in the County 
Clerk’s office in New York City, N. Y 
Northeraft Lighting Corp., charges that 
Martin Kent, while in the employ of North- 
craft Lighting and while representing the 
corporation as his employer, conspired with 
others to divert the business solicited by him 
and intended for Northcratt to other com- 
panies and that to accomplish this purpose 
Martin made slanderous statements. 

These remarks, labeled by Northcraft as 
having been maliciously made and as being 
false and untrue, form the basis of the law- 
suit. 
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Leading Stores Everywhere Use Bulkton SEAMLESS 
For Traffic Stopping Ideas That Sell Merchandise 


Order the Best 


Insist on 


SEAMLESS 


Available in the following 
@ 107 in. width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 


@ 107 in. width x 50 yds. @ Sheets 26 in. x 40 in. 
@ Scatter for your floor 





Dont Be Switched. _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card... Jobber Inquiries Invited 


BULKLEY DUNTON & (CO., INC. 


Bulkton Display Division 
CORRY 2-8257 CORRY, PENNSYLVANIA 
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- DELIVERIES — « Don't Accept a Substitute — 
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TO CHALLENGE 
THE IMAGINATION 


. with a new concept 
of display for every type 
merchandise in the finest 
stores in the world. 


Patented ¢ Trademark Reg 








mail coupon for free brochure to 





EMPIRE DISPLAY MFG. CO., INC. 
45 W. 34th ST... NEW YORK I, N. Y. 


Eostern Distributor 


Name 
Store 
Street 
City 


Zone 
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(Continued from page 12) 


In the correspondence accompanying their 

orders they indicate that DISPLAY WORLD provides 
them not only with ideas they can use in their 
window and interior displays but with decorative 
ideas and sources of decorative novelties and 
materials that they cannot find elsewhere. For 
instance, the floral treatment used in a bridal 
display seen in the magazine can be duplicated 
or adapted for actual weddings. 

William Snaith of Raymond Loewy, prominent 
architects and designers of many of our finest 
stores, made this statement ina recent issue of 
Printers Inks: "We are at the core of the whole 
problem of American marketing today. We have 
reached a stage in America today where 40 per 
cent of the products bought fill no essential 
need -—no functional need. For a long time 
advertising supplied the necessary impetus to 
make people buy. However, advertising has reached 
a point of almost complete saturation -=- the only 
ads that can penetrate through to people are the 
ones with ‘'gimmicks' and even at that you can 
only control a ‘gimmick’ so long. The point is, 
people are in the stores -- they don't have to be 
talked into going any more. Now we must concen- 
trate on the point-of-purchase." 

The death of Miss Dorothy Shaver, president 
of Lord & Taylor, New York City, takes from 
the American retailing scene one of display's 
best friends. As Henry Callahan, now display 
director at Saks Fifth Avenue and formerly of 
Lord & Taylor, put it so aptly, expressing the 
sentiments of all members of the profession: 

"Dorothy Shaver was the symbol of an era. 
She championed American artistic thinking. She 
was a true sophisticate and in the manner of one 
of the great women of the past, Mme. Pompadour, 
she encouraged artisans, craftsmen, writers -- but 
most of all, through her encouragement of display 
people, both window and interior artisans, she 
gave work to thousands of young minds who needed 
this area of expression, plus the money it gave 
them to live at that crucial point of our life, 
the post-depression era." 


Cordially yours, 
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RATTAN 


DISPLAYMEN'S 
FAVORITE MATERIAL 


Rattan is lightweight, economi- 
cally-priced, and has _ natural 
looks. May be sprayed. 


Rattan knows no season. It com- 
plements any setting! 


Now Royal Cathay offers Rattan- 
ware to you at WHOLESALE 
prices. Write for free brochure. 
Order early! 
RFI211 Screen, 54" x 72° $32.50 ea. 
4 for $100.00 
RFII5S9 Chair, 16'' diameter x 37" 
height $11.00 ea. 
RF4204 Planter with 
metal liner $6.50 ea. 
3563-L Victorian Lamp $5.00 ea. 


Rattan hain, & to 
with Lamy 


not 


FREE CATALOGUE 


716 Sacramento Street 
San Francisco 8, Calif. 








Synthetic Pearl Pigment 
Introduced to Display 


The Mearl Corporation, New York City, 


announces the introduction of Nacromer Z. 


a new synthetic pearl pigment with greater 
brilliance than the best grades of natural 
pearl essence. In concentrated paste form, 
Nacromer Z is available in formulations for 
use with nitrocellulose, ethycellulose, vinyl 
lacquer and most other coating vehicles. Ap- 


plied by brush, spray, or dip to wood, metal, 


plastic, glass, leather, paper and many other 
materials, Nacromer Z provides a more lus- 
trous coating than possible with either na- 
tural essence or any other synthetic. No ad- 
ditional equipment or finishing operations 
are required for applying the coating. 

In addition to simulating natural pearl 
effects, it is possible to obtain an almost 
unlimited range of lustrous effects with 
Nacromer Z by adding transparent pigments 
or dyes. Because it provides greater cov- 
erage, Nacromer Z may be used at propor- 


tions 30 per cent less than usual for other 
pearl pigments, thus providing greater 


economy. 

Nacromer Z is available in a faintly yel- 
low tone and a faintly bluish tone. These 
color variations are not intense colors but 


are subtle shadings of the usual “silvery” 


pearlescent character. The exceptional bril- 
lance of Nacromer Z emphasizes these color 
characteristics to an extent not perceived in 
pigments of lesser brilliance. 


Additional information and samples of 


Nacromer Z are available trom The Mearl 
Corporation, 41 East 42nd street, New York 
City 17. 


AUGUST, 1959 


| 
| 


aliviaa 6 
BY ahh 











36 MODELS— = ae 
80 STAPLE SIZES... Rigas 
plus handy Hansen Vest-Kit 

below) for greater 

convenience 


1) 











Good design and construction in all Hansen 
Tackers give them a well balanced “‘feel’’ in 
every application. Saves you lots of time, too 
... a$ they'll zip througn any job with no delay, 
no wasted staples. Always ask for Hansen. . 
the very best in Tackers. 


WRITE today for free literature. 


A. L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVENUE 
CHICAGO 40, ILLINOIS 
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FOME-COR 


KFFECTIVE and less 
exhibits, displays and 

That's Rutherford Display, 
Inc., St. Paul, Minn., is able to offer its 
customers and prospects since it “discovered” 
material in the form of a 
panel foamed plastic core 
and Kraft paper skins. Made by Fome-Cor 
Corporation, Springfield, Mass., it 1s avail- 
by 96-inch panels and in several 
and 


ORE 
sive 


expen- 
signs: 
what 


fFome-Cor, a new 
consisting ot a 


able in 36- 
thicknesses densities. 

Here are the main advantages of Fome- 
“Rud” 


Rutherford: 


according to R. D). Brosious, 


president and founder ot 


( OT, 


@ Weighs about one-sixth as much as con- 
ventional display materials 

Low cost 

Rigid, durable and waterproot 

kasily handled in production and _ in- 
stallation 

Requires little surface preparation 

Can be cut with a razor knife or Cut awl 

asily die-cut and embossed 

Kk liminates need for costly and heavy 
supports and trames 

These characteristics of the new 


which Mr. 


have 


material, 
calls “revolutionary,” 
been put to work in a number of dis- 
applications. Rutherford is 
about halt of the background 
material in booth-type displays and all of 
tneir 


Brosious 
play already 
using it for 
store 


free-standing displays. Un- 


Rutherford Display finds many 
advantages to new material 
for displays, exhibits . .. Many 
new uses yet to come... 
Comes in various thicknesses 
adding to versatility 


doubtedly, more uses will be developed as 
Fome-Cor is worked with by the designers 
and craftsmen of the display and exhibit 
industry. 

lor example, Fome-Cor’s lightness results 
in shipping cost savings of as much as one- 
half. Shipping charges are a considerable 
factor in any display budget, particularly 
for those which are designed to be used at 
many different conventions or meetings over 
a long period of time. And if tight schedules 
requires air shipment—as often is the case— 
a 50 per cent reduction in shipping costs 
would mean a substantial saying 


—Illustrations show versatility of Fome-Cor, 
such as: Top left, being sawed on bench saw; 
top right, being spray painted; bottom left, 
being screen printed, and bottom right, being 
cut to form letters by Cutawl . . . Photos were 
taken at Rutherford Display, St. Paul, Minn.— 


_. Revolutionary New Panels 
of Paper-Covered Foam Plastic 


On the other hand, a better designed, 
costlier and more effective display can be 
had for the same amount of money budgeted 
on the basis of conventional materials. 

Rutherford has been able to offer its cus- 
tomers another economy in Fome-Cor dis- 
plays: Inexpensive and simple changes or 
replacements. A message, a color or com- 
plete panels can be changed in less time than 
is possible with conventional materials 
and at about one-tenth the One or 
two coats of paint is enough to change a 
color or panel design. An entire panel may 
be easily replaced by removing a few screws, 
eliminating the time and car- 
pentry often required with other materials. 
A damaged panel—it happens occasionally— 
can be replaced as easily and inexpensively. 
Because of the ease and low cost of chang- 
ing panels and designs, users may returbish 
displays more often or modify them for 
specific audiences, thus increasing their ef- 


cost. 


expense ot 


fectiveness. 


To take full advantage of the lightness 
otf Fome-Cor panels, Rutherford designed a 
frame of 34-inch aluminum tubing. It is 
attached to the panels with %-inch wide 
brackets. Actually, because Fome-Cor 1s 
light and rigid, it need any real 
support. The frame is only to keep it in 
position, 


doesn't 


Some ot the advantages of the new mate- 
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rial are dramatically demonstrated by a 
portable salesman’s display. It weighs a 
comfortable 40 lbs. (including carrying case) 
and measures only 36 by 29 by 16 inches. 

Yet its telescoping frame and sliding panels 

open to an 8 by 10 ft. display which can be 

assembled by one man quickly and easily. 
Other uses tor which Fome-Cor seems 
well suited are: 

@ Supermarket and department store dis- 
plays for seasonal or other special 
promotions 

@ Store decorations 

e Window display backgrounds 

@ Cut-out letters and die-cuts 

@ iKmbossed signs 

As Mr. Brosious says, “We're enthusiastic 
about the possibilities—tried and untried— 
for Fome-Cor in the display field. It’s 
proved itself well so far and we’re working 
on a number of ideas which we're certain 
will advance our company as well as the 
entire display industry.” 


———— 


COMING UP! 
National Clown Week August 1-7 
Phonola Fun Festival Aug. 1-December 1 
International Character Day August 9 
American Wool Month September 1-30 
American Home Lighting 
Fixture Month September 1-30 
Sons’ and Daughters’ Month September 1-30 
Labor Day September 7 
United Community Campaigns 
of America September 7-November 26 


National Child Safety Week September 8-14 
National Popcorn Farmers 


Day September 12 
National Wallpaper 

Month September 15-October 15 
“Citizenship Day September 17 
“Constitution Week September 17-23 


National Sweater Week September 21-26 
National Tie Week September 26-October 3 


Gold Star Mother’s Day September 27 
National Employ the Physically 
Handicapped Week October 1-7 
National Business Women’s Week. Oct. 1-7 
Let’s Go Hunting Month Oct. 1-31 
National High Fidelity Month Oct. 1-31 
Rosh Hashana Oct. 3 
Fire Prevention Week Oct. 4-10 
National Wine Week Oct. 10-16 
*Columbus Day Oct. 12 
Yom Kippur Oct. 12 
National Newspaper Week Oct. 15-21 
Sweetest Day Oct. 18 
United Nations Week Oct. 18-24 
National Downtown Week Oct. 18-24 
National Thrift Week Oct. 18-24 
National Bible Week Oct. 19-25 
National Honey Week Oct. 25-31 
*Hallowe’en Oct. 31 


(DISPLAY WORLD will be glad to fur- 
nish the name and address of any spon- 
sors of the above-mentioned events. Many 
of them make available free posters or other 
display material, as well as ideas for dis- 
plays tying in with the occasion. Simply 
address your request to the Editor, DIS- 
PLAY WORLD, Cincinnati 1. 


*These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 
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1 “SIGNPRESS’ 


SHOW CARD AND POSTER MACHINE 


eee / SPEED----SIMPLICITY 


LOW OPERATING COST----LONG LIFE 


MODEL “M0 ro tans smantens 


With new “Magnetic” type 


lock up. Greatest advance- f 
ment in sign machines within 
last 25 years. SPEEDS UP They’re Reversible 


OPERATION’ and provides 
complete flexibility of type 
arrangement. 


MODEL “"B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 


. eidiaseven eww oat. 


ee = 23ers ve 


Many national chains have 
from 50 to 500 or more Sign- “1 ; 
press machines in use. 





MODEL M-1422— 14 x eee = 
MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX H-144, ADRIAN, MICH. 














CLOTH COLLEGE PENNANTS 


No. CM-59—Size 12 in. by 30 in. Each pennant is beautifully reproduced in traditional 
colors and features the most popular school emblem. The following colleges are available: 
Air Force Academy, Alabama, Amherst, Arkansas, Army, Auburn, Baylor, Boston College, 
Brown, California, Carnegie Tech, Clemson, Colgate, Colorado, Columbia, Cornell, Dartmouth, 
Drake, Duke, Florida, Georgia, Georgia Tech, Harvard, Holy Cross, Idaho, Illinois, 
Indiana, lowa, Iowa State, Kansas, Kansas State, Kentucky, Louisiana State, Maryland, 
Massachusetts, Massachusetts Institute of Technology (M. I. T.), Michigan, Michigan State, 
Minnesota, Mississippi, Mississippi State, Missouri, Montana, Navy, Nebraska, North 
Carolina, North Carolina State, Northwestern, Notre Dame, Ohio State, Oklahoma, Okla- 
homa State, Oregon, Oregon State, Pennsylvania, Penn State, Pittsburgh, Princeton, 
Purdue, Rice, Southern California, Southern Methodist (S. M. U.), South Carolina, Stanford, 
Syracuse, Tennessee, Texas, Texas A & M, Texas Christian (T. C. U.), Texas Tech, The 
Citadel, Tulane, U. C. L. A., Vanderbilt, Virginia Polytech (V. P. L.), Wake Forest, 


ae ‘cats ie” a A $1.95 
GARRISON-WAGNER COMPANY 
2018 WASHINGTON AVE. ST. LOUIS 3, MISSOURI 

















‘Naked’ Horse Display 
Hurts Dignity of SINA 


Society for Indecency to Naked Animals irked by Metropolitan 


Travel Display's exposure of horse's back half in window of 


Northwest Orient Airlines . .. Group challenged to debate issue 


ISPLAY MEN, arise! A move is under- 

wav to revoke the inalienable right of 

every displayman to present “naked” 
animals to the public. It goes even farther. 
A group that calls itself the Society for In- 
decency to Naked Animals would have the 
Kentucky Derby hopefuls romping for the 
roses 1n gaily colored pantaloons. Only the 
birds and fowls are unexposed to this latest 
clothing drive, according to the spokesmen, 
having been adequately supplied by nature. 

All this was brought to light recently as 
result of a window display created for North- 
west Orient Airlines by Metropolitan Travel 
Display, both offces in New York City. The 
display, shown here, promoted flights to “Dude 
Ranch Country” aboard Northwest. The scene 
contained a Western motif: Nattily attired 
cowgirl on the right; other Western garb 
and simulated fences in the center and back- 
ground, and the posterior of a life-size “naked” 
horse on the left. 

It was the horse that drew long and loud 
protest. 

First of all, Bob Sylvester's column in the 
New York Daily News brought it to light 
with this comment: “The newest group of 
amateur comedians in town 1s something called 
SINA, the Society for Indecency to Naked 
Animals. Their crusade is to have all naked 
animals clothed, also all animal art. With a 
straight face they made a protest to the Fifth 
Avenue Association about the statue of a 
naked horse in the ofhces of Northwest Orient 
Airlines. With just as straight a face the 
association wrote to Northwest, which went 
chicken and removed the statue.” 

The statement was not altogether true. 
True, the protest was received. False, the 
display was held over two weeks beyond its 
normal schedule. With righteous indignation, 
feigned and otherwise, Northwest filed a pro- 
test with the News and Metropolitan sent a 
telegram of rebuttal to SINA, care of the 
Jack Paar Show on NBC-TV, where SINA 
representatives made several guest appear- 
ances following the initial episode. Metro- 
politan challenged SINA to an open contest 
either on T\ or in a Northwest window, let- 
ting the public decide for itself whether the 
horse looks better with or without pants. So 
far the Society has been too “chicken” to 
reply. 

According to Gerald N. Kurtz, vice-presi- 
dent of Metropolitan and designer of the dis- 
play, this has been one of the hardest hitting 
displays ever to grace Fifth Avenue. “North- 
west has been deluged with telephone calls, 
letters from as far away as Hong Kong and, 
more importantly, Northwest has sold tickets 
to ‘Dude Ranch Country’—which was_ the 
main object of the display to begin with.” 

Another recent display by Metropolitan for 
Northwest is the other one shown, promoting 
travel to Alaska. This colorful display pro- 
duced a dimensional effect through the add1- 
tion of painted leaves and trees on the window 
glass. The old prospector panning for gold 
looks down on his pan inscribed with “North- 
west Airlines.” Water, provided by a re- 
circulating pump is flowing through the pan. 

This display, according to Mr. Kurtz, was 
such a stopper on Fifth Avenue that North- 
west decided to use it in several other key 
locations. Metropolitan also services such 
firms as American Express, Western Union 
and several other carriers. 
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MOODS FOR COOLNESS INSPIRE 
LOS ANGELES DISPLAYS 


[Continued from page 17) 


cleverly suspended a mannequin in each of the 
series of windows. In her out-stretched hand 
held onto a bunch of and orange 
balloons that simulated lifting her off the 
Hoor in a floating feeling. While copy in 
black lettering on an orange streamer among 
the “Flying Black 
Balloons,” 


she red 


cleverly read, 
to describe the fashion. 
A group of matching accessories surrounded 


balloons 


a rococo brass millinery base in the center of 
the white gravel floor, and white walls ac- 
cented the black fashions. 

Cast aluminum tabric suggesting outdoor 
living, yet elegant enough for furnishing the 
home as well, attractively adorned the windows 
and a large portion of the main floor at W & J 
Sloane-Beverly Hills. 

Jim 
buyer, 


Hassinger, display director, and the 
Miss C. Mae Sanders, coordinated 
colors and designs that excited one’s imagina- 
tion to the practicality and rich beauty 1n the 
present day cast aluminum furniture. 

Predominating ice blue, pewter and burgundy 
colors in imported brocade, damask and silk 
fabrics covered the removable seats and backs, 
wherever the latter was used. And the alumi- 
num frames were finished mostly in pewter. 

One of the scenes centered a dining room 
set with a glass top table. It was then sur- 
rounded with cast aluminum accessories and 
grilled iron ones, which included such inter- 
esting items as a circular bench around a full 
size tree and floor lamps. This is shown. 

Thoughts of cool pleasantness at the seashore 
are subtly conveyed in a beachwear promotion 
at May Company-Los Angeles, where Stanley 
Thompson is the display director. This 1s not 
illustrated. Long, narrow white strips of 
canvas stitched to black wood poles were made 
into panels that extended from floor to ceiling. 
This created an unusually refreshing back- 
ground for the all-white merchandise. 

Many sun-lovers in the form of mannequins 
in different poses — from upright and seated 
to reclining — on a simulated beach occupied 
their time either in conversation, playing games 


such as chess, napping or just. relaxing 
throughout the scene. All brought along some 
practical beach accessories. Towels, radios, 


lotions, straw hats, sun glasses and beach bags 
were numerous. 

(On the windows, large script lettering cap- 
tured the mood, reading: “The great white 
Way.” 

Utilization of the area near the ceiling as 
added promotional space is quite a compliment 
to the ingenuity of retailing at May Company- 
Los Angeles. Displayers, approximately 20 
feet across, are suspended from the ceiling 
between the pillars bordering the main aisle. 
They are shelf units made exceptionally attrac- 
tive by colorful decor either in a motif of the 
season or promotion. 

An example, not shown, used them as a tie- 
in with the white beachwear window series. 
The surface was striped in sun tones of orange 
and The edge of the arches and 
shelves were all white. A large stylized sun- 
burst adorned the upper right section and a 
multicolored fish the lower left. The center 
carried the merchandise suggestions by pre- 
senting a standing reclining 
beachwear white. 


yellow. 


and figure in 
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GEORGE SOMERS, Display Director, THE WHITE 


Superior Fashion Colers - Superior Service 





LOngacre 
4-8178 


Display Directors Love 


BUTLER 


Display Products 





Butler Stands for Service! 


HOUSE, San Francisco, says: 


‘Lam especially concerned with sun-fastness in our 
seamless paper. Our west coast location makes this an 
important factor in the selection of background and 
flooring paper for our windows. | find Butler’s 47 Sun- 
Fast colors and their coordinated display novelties, 
especially suited to our requirements. | also find my 
Butler distributor fast on deliveries, regardless of the 
size of the order. Butler papers are always on hand in 
the right colors, right quantities and at the right time!’’ 


- Superior Rigidity - Superier Uniformity - Super Sunfastness 


WRITE OR WIRE COLLECT FOR FREE SUNFAST SEAMLESS 
SWATCHBOOK AND CATALOG OF DISPLAY SPECIALTIES .. . 
and name of your nearest Butler Distributor. 


BUTLER PAPER NEW YORK CORP. 
Room 703, The DISPLAY CENTER, New York 
400 Eighth Avenue, New York 1, New York 
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Display for the Small Shop .. . 


For College at Home 


By ANNE DANIELS 
Display Fashion Coordinator 
Evelyn Gibson Gowns, Portland, Ore. 


Catering to rather exclusive cli- 
entele, shop stresses back-to-school 
wardrobe for coeds to attend fash- 


ion-conscious campuses in East, 


West or at home . . . Again verso- 


tile screens convey theme 


HIS IS THE TIME of year when the 
7 the back-to-school movement is on in 

full force, or rather, the first stages of 
it — what’s for the new school wardrobe! 

Fashion magazines are full of the latest 
fashion trends and offer complete merchan- 
dising plans. Stores throughout the country 
tie in with these ‘packaged’ deals through 
fashion shows, inside displays and windows. 

Displaymen everywhere stretch their im- 
aginations for variations on the same year- 
after-year theme. A big business is done on 
blackboards and apples. 

Since our shop carries only better mer- 
chandise, we are out of price range for the 
young teenagers and those gals working on 
a very limited budget. But we do cater to 
young women traveling all over the country 
to colleges and universities known for the 
very smart clothes seen on the campus and 
in the social whirls of the semester. 

Our most effective back-to-college window 
stressed this thought. Sign, handiettered in 
white on black, against the black velvet 
background of our picture frame unit gave 
the effect of a blackboard. To emphasize 
this feeling, a long black pointer with gold 
tip (made of narrow picture molding) leaned 
against the sign, which read “East or West, 
your College Wardrobe by Evelyn Gibson 
will win fashion acclaim. Gold seal pasted 
at the bottom added a note of authenticity 
and tied in with the black and gold of other 
background decor — the black and gold 
screens. 

The screens, referred to in earlier articles, 
are three sections of wrought iron, each sec- 
tion also divided into three parts. For each 
of the nine sections there is a removable 
piece of four entwined circles in brass. 

I obtained through the public library a 
important women’s colleges 
throughout the country along with their 
color schemes. I had our signman make 
cards about 2 by 12 inches with a point at 
the end of each. Using cards and lettering 


listing of 
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in the coloring of each college, we had the 
Kastern colleges point to the left and the 
Western to the right. 

These cards were placed through the cir- 
cles in the screens, one screen entirely for 
the East and the other for the West. Each 
held 18 names. They looked most effective 
and colorful. 

Luggage was borrowed from a local lug- 
gage shop in colors harmonizing with the 
clothes being shown. Mannequin to left of 
window near the Eastern screen was dressed 
in travel suit appropriate for the East, or 
colder weather, with harmonizing topcoat 





draped over luggage. One large piece of 
luggage was left open revealing other items 
in the coordinated wardrobe. 

Mannequin on the right near Western 
screen was going to a warmer climate and 
wardrobe showed lighter clothes, also lug- 
gage. 

The mannequin at the center of the window 
stod near a chair on which was draped 
parts of her wardrobe. A small sign close by 
read ‘For the Careerist Who Chose a Home- 
town College.” 

Colors were chosen, also a variety in 
fabric and silhouette, to represent the high- 
lights in the new _ back-to-college fashion 
trends; but care was taken to balance the 
colors throughout to avoid a conglomeration. 

Another thought while we are on the 
subject of approaching fall. The beautiful 
colorings in the hillsides when the leaves 


or Away 


begin to fall make a picturesque backdrop. 
3ut when you take those very leaves indi- 
vidually and put them up against the same 
colorings in garments they have no life, 
which in reality they haven't. 

I decided to make my own leaves, for 
which purpose I gathered varying shapes 
and sizes of maple leaves along the road- 
side. With a soft pencil, I made a ruboff of 
each on paper, then using carbon paper I 
traced the outline of the leaf and vein struc- 
ture of my ruboff onto lovely leaf colored 
banner paper. For the real touch, I at- 
tached a real stem to the back of each of 





my cut-out leaves. I now have a box of 
various sizes and shapes in different tones 
of greens, coppers and golds and can use 
them all together or one color at a time, 
depending upon the clothes to be shown and 
whether I want a big splash against a screen 
or just a few falling leaves on a sign. 

Whole screens are made of gold or copper 
sprayed leaves which are most effective. 
You can do lots of things if you are handy 
with a spray gun or paint brush, but I can- 
not become involved with paints on a large 
scale for at any moment I may be called 
upon to take care of a pet customer. In 
the final analysis the serving of customers 
has precedence over any other job and the 
fact that I am also a saleswoman gives my 
windows and displays the sales appeal for 
bringing people into the shop and selling 
merchandise. 
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Sculptured Panels 
Developed for Display 

Unusual interest and richness of effect in 
displays can be achieved with new Sculp- 
turewood decorative panels. Available in a 
variety of patterns and a complete range of 
woods and other materials. Sculpturewood 
provides a striking note of elegance which 
makes it particularly effective to enhance 
the display of quality merchandise. 

Sculpturewood is produced by Terminal 
Industries, Inc., of Long Beach, Calif., 
through a_ newly-developed rapid-cutting 
process. By ultra-high-speed cutting, sheets 
of material are transformed into panels that 
are comparable in appearance to costly 
hand-carved screens. Sculpturewood panels 
are effective for architectural modernization 
and remodeling, curtain walls, drop ceil- 
ings, area dividers, as well as for window 
backgrounds and temporary or permanent 
displays. 

Entirely different displays of dramatic in- 
terest can be created from time to time by 
re-arranging the panels, applying colored 
finishes overall or in specific pattern areas, 
and by highlighting the panels for intriguing 
shadow effects caused by the deeply sculp- 
tured patterns. The graceful proportions of 
the Sculpturewood designs, and the complete 
cutting through of the material in some pat- 
terns permits an airy lightness to be main- 
tained even in a display covering a large 
area. 

For pattern illustrations and price in- 
formation, contact: Sylvestri Art Mfg. Co., 
117 West Ohio street, Chicago 22; Jerry 
Gerard, 913 Ledge avenue, North Holly- 
wood, Calif.; Terminal Industries, Inc., 1480 
Canal avenue, Long Beach, Calif. 


Angel Pine Christmas 
Trees Offer New Design 

An ingenious method of forming the nee- 
dles of Angel Pine stainless aluminum alloy 
Christmas trees is said to increase the light 
reflecting capacity of the tree almost 100 
per cent. Instead of the usual method of 
forming needles from flat aluminum stock, 
Angel Pine employs a V-groove’ con- 
struction in every needle. This has the ef- 
fect of doubling the reflecting surfaces of 
each tree. In addition, this construction in- 
creases the inherent strength of each needle 
and makes it more resistant to bending and 
curling. 

Angel Pine trees are available in a com- 
plete range of sizes from 2-7 feet high and 
have a brilliant lustre that remains gleam- 
ing even after years of service. For com- 
plete information, write Modern Coatings, 
Inc., Angel Pine Division, 25 S. Wacker 
drive, Chicago 6. 


Shore Catalogue Features 
New Display Line 

Shore Woodwork Company, manufacturer 
of store display units, presents their new 
1960 line in a colorful new catalogue. It 
illustrates the company’s new model aisle 
merchandisers, show cases, tables, counters, 
garment racks and accessories, complete 
with price and description. Store planning 
buyers may receive this display catalogue 
by contacting the firm at 40th and West- 
minster avenue, Philadelphia 4. 
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Create Spectacular 
Floral Displays 
By with “P OLY-FOL” 













ret Sie 
a *2*e » 4 he Poly-Fol lifelike polyethylene plastic 
foliage will give your displays that 


magic ‘natural’ appearance. 


Poly-Fol is pliable, non-com- 
bustible, waterproof; resists 
fading, dust and heat. Folli- 
age and colors are so life- 
like since they are 
molded and matched 
from the living leaf. 





&, 





“oC Distributor Inquiries Invited 


Over 35 foliage styles and special planting arrangements are available. 
Write for new catalog and prices. 























BE A CONNOISSEUR 
poder boa 


It costs no more to buy Crescent.. 
the quality poster board with verve 
and appeal. Now choose from over 48 
clean, brilliant, exciting colors. 


Why settle for anything less! 


CRESCENT CARDBOARD COMPANY 


melaanlsian’ 


Gl alrer-1e lem Or-1aeloley-1ae mm Orelaaler-lan’ 


1240 N. Homan Avenue e (Clalier-tere 33: Hlinois 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


INDUSTRIES 


NATIONAL ASSOCIATION OF DISPLAY 








OST SCRIPT: The ABC's of a success- 
ful Market Week are Attendance, Buy- 
ing and 
the June 


(amaraderie. On each count 


Display Show in Chicago was a 
winner. 

\ttendance tor a Chicago event matched 
previous levels but was less than totals tor 
similar New York showings. However, and 
this is a key aspect, an examination of the 
registration list reads like a Who's Who 1n 
The nation’s leading were 
represented by their top displaymen. In many 


Display. stores 


instances, display directors were accompan- 
administrative and 
managers thus making possible joint selec- 
tion of suitable displays for coming selling 
The presence of management per- 
stores and buying groups also 
provided the component for sales planning 
and promotion held at various 
hotels while the show was in progress. 


ied by merchandising 


seasons. 


sonnel tor 
sessions 


Attending, in force, too, were jobbers from 
across the country who supply local needs 
for display items. They started trickling in 
for Saturday previews and then dominated 
the heavy turnout on Sunday morning. Brisk 
order placing by these middle men during 
the first hours drew comments from ex- 
hibitors that this was the tastest get-away 
yet in their Market Week experience. This 
optimism took shape as the real thing, in 
orders, as the event moved ahead. 

By Wednesday, display directors, after 
shopping the Market, took over as the big 
buyers. Display budgets 
shade higher than for last year. In tavor 
were traditional Christmas colors and sym- 
bols. Outdoor displays, featuring 
sleighs and reindeer, were also singled out 
during ordering sessions. 


seemed to be a 


Worth citing are the following comments 
from exhibitors enabled us 
to meet and do business with new buyers.” 
\nother said: “We were able to quadruple 
our volume compared to previous Market 
Weeks.” Many exhibitors and visitors ex- 
pressed approval of the Santa station ticket 
punch system which gave the show a theme 
and helped get an even distribution of trat- 
fic throughout the three exhibit floors. 


_ “This show 


\s tor the camaraderie, it came naturally, 
as it NADI events. 
weather plus the attractions ot Michigan and 
State made boulevardiers out of 
those attending. And, in the evening, when 
it was dolce far niente, groups gathered in 
rooms or rallied round the lobby renewing 
old friendships and rehashing their cur- 


always does at (,ood 


streets 
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trees, 


rent display problems, transforming our 
Market Week into something akin to an 
alumni homecoming and informal clinic. 

And so, speaking for the membership of 
the NADI, our sincerest appreciation is ex- 
tended to all who helped make this another 
successful trade show by coming from near 
and far to be with us. 
again December. 

— NADI — 

PRIZES: Winner of the first Grand Prize, 
the vacation tor two at the Concord hotel, 
was John E. Sawhill, Jr., sales promotion 
manager, R. H. Stearns Company of 
Mass. 

Winners of Encyclopaedia Britannica Jun- 
ior Library sets were: Pandora Havlik of 
Kroch’s, Chicago; and Robert Mathison of 
Meis Bros., Terra Haute, Ind. 

Motorola Transistor radios were won by: 
R. E. Arseneau, Aldens, Inc., Kankakee, 
Ill.: Hugh Christie, De Pinna, New York 
City; Russ Graves, Raleigh’s Washington, 
D. C.; Gary Grove, Grove Displays, Wichita, 
Kan.: George Hanrahan, H. C. Prange Co., 
Green Bay, Wisc; 

Neil Harris, Loeb’s, Lafayette, Ind.; Sid 
Himmelrich, Bison Display, Buffalo, N. Y.; 
Ed Koss, Crowley's, Detroit, Mich.; G. E. 
Satterlee, Stix, Baer & Fuller, St. Louis, 
Mo.: J. Howard Schneider, The Crescent, 
Spokane, Wash.; H. Schosser, Lasser’s Fur- 
niture, Kankakee, I[Il.; Louis Stutz, Stutz 
Company, Los Angeles, Calif.; and Dwight 
Thompson, Thompson Display, Des Moines, 
lowa. 


We hope to see you 


poston, 


— NADI — 

NEW MEMBERS: Elected to member- 
ship in the NADI by the Board of Directors 
at its regular semi-annual meeting on June 
18 were the following firms: Economy Cover 
Company of Brooklyn, N. Y.; Memorial 
Grass Company of Ulrichsville, Ohio; and 
National Form and Fixture Company of 
New York City. Membership becomes et- 
fective on August 1. Welcome to the fold. 
This brings our member roster to 148. 

For the coming year all applications tor 
membership will get a preliminary screen- 
ing by a established committee, the Mem- 
bership Committee. Then the application 
will be circulated among the Board of D1- 
rectors for a vote. A majority ot the Board's 
vote is needed to be elected. 

Applications for membership should be di- 
rected to the NADI office at the Hotel New 
Yorker, New York City. Eligible to apply 
are qualified firms with principal offices on 


the North American Continent. ~—That makes 
membership possible to Canadian, Mexican, 
West Indian and Central American 
panies. 


Com: 


— NADI — 

TRIBUTE: The death of Dorothy Shaver 
ot Lord & Taylor recently was a great loss 
to American retailing. Mrs. Shaver, during 
her business life, made lasting contributions 
to the progress and prestige of retailing in 
its many aspects. She was a patroness of 
the art of display and encouraged many dis- 
play people to greater achievement. She 
was one of display’s leading supporters in 
the top management group and gave con- 
tinuous recogniton to the importance of ef- 
fective display in retailing. All of us, no 
matter what our role in retailing, regret her 
passing. 





New Brochure Shows 


Uses of Hardboards 


Product styling with Weytex hardboards 
is the subject of a newly developed brochure 
of use-information available from Silvatek 
Products Division of Weyerhaeuser Timber 
Company, Tacoma, Wash. The machining 
and working characteristics of Weytex 
hardboards in industrial use are fully cov- 
ered. Techniques for sawing, die-cutting, 
punching, drilling, and routing and shaping 
and bending with either wood or metal 
working machinery in volume production 
are described and illustrated. 

Finishing, laminating and fastening 
methods complete this new guide for indus- 
try in the use of Weytex hardboards. Copies 
are available from the firm. 


Wortsmann to Represent 
Schack's in South-East 


Schack’s, Ine. of Chicago is pleased to 
announce that it will be represented in the 
South-eastern Wortsmann, 
commencing with the firm’s showing of its 
1959 Christmas line. Mr. Wortsmann, who 
is well-known among display managers in 
the South and who has traveled throughout 
this territory for many years, will cover the 
states of Alabama, Florida, Georgia, Miss- 
issippi, North and South Carolina, eastern 
Tennessee and New Orleans for Schack’s. 

Mr. Frank Bingham will continue to rep- 
resent Schack’s in the Arkansas, 
Kansas, Oklahoma, western 
Louisiana. 


states by Gene 


states ot 
Texas and 
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UNUSUAL SOURCES SUPPLY 
NEW YORK DISPLAY THEMES 


[Continued from page 27] 


When a displayman is in search of an in- 
spiration for a series of windows, he could 
hardly do better than to turn to the world of 
art. The Franklin Simon window seen here 
is the result of Display Director John Liles’ 
communion with the paintings of Henri 
Rousseau, the self-taught French primitive 
best known for his haunting use oft bright, 
exotic colors. 

To conjure up the lush jungle scenes of 
Rousseau 1n 


the store’s four Fifth avenue 
windows, Mr. Liles commissioned treelance 
artist Charles Hampton to apply various 


shades of brown, purple, red, orange, yellow, 
green, blue and pink poster paint to com- 
position board cutouts of tropical foliage. 
The background was an atmosphere blue 
sky with clusters of white clouds sprayed 
on. The sportswear originally scheduled for 
the windows had been all in white. As 
these things happen, however, sportswear in 
various color combinations was substituted 
by the time the displays were set up, a 
change in plans which distracted only slight- 
ly from the effectiveness of the display. 
Lighting was supplied by alternating eight 
500-watt pink and _ white The 
copy read: “Aloha! All that magnificence 
of color on the summer could come 
from just one place.” From Henri Rous- 
seau by way of John Liles, that is. 
“Mommie, aren’t these cute,” said the little 
boy, gazing into the window with his mother. 


spots. 


scene 


“The suns with straws! — Aren't these 
suns?” 

The window — the same one pictured 
here — belonged to I. Miller's Fifth avenue 


and West 54th street store, where Display 
Director Sidney Shneer more often than not 
goes to the world of his children and their 
friends tor the inspiration. 
(Remember the circus window described in 
the June issue?) 

The “suns” the little boy was reterring to 
were actually five white paper plates sus- 
pended at different levels from the ceiling. 
The “rays” were 16 orange, yellow, green 
and blue drinking straws. Old Mr. Sun, as 
everybody knows, has a smiling face — an 
orange nose and eyebrows, green eyes and 
a yellow mouth. The backdrop and sides 
were a grey blue; the floor was covered with 
white felt. 

The copy theme, to return to the world 
of the mother, was “Summer Al Fresco 
The Summer Oxford.” Mr. Shneer used the 
same prop in the windows on West 54th 
street and also used it to build his display 
at I. Miller’s Fifth avenue and East 40th 
street location. Can you think of a more 
ingenious way to tie in with Decoration 
Day and the opening of the picnic season? 

“Cottons worth pickin’ from our Cotton 
Pickin’ Festival” was the storewide theme 
for what Display Director Joseph Miller 
describes as the most successful sales cam- 
paign, in and out of the windows, that 
Milgrim’s has ever had. 

When Mr. Milgrim suggested the theme, 
there seemed only one drawback to using 
what was otherwise a clever and promotion- 
worthy approach: Had the phrase “cotton 
pickin’” lost its original derogatory con- 
notations? A conference with the Cotton 


source of his 
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Milgrim 
What re- 


and 


Institute 
was off on its sales tour de force. 
sulted was a 5-week campaign that focused 
attention on the store’s medium-priced cot- 
tons, sportswear, junior dresses (as in the 


proved encouraging 


display shown here) and a repeat on the 
medium-priced line. To carry out the theme 
in the store, the sales personnel wore white 
cotton balls with red banners saying “I’m a 


Cotton Picker.” 
In the window seen here, the two manne- 
quins were standing beneath a white lace 


parasol supporting a banner which read “A 
(heck is a girl’s best friend this summer.” 
The mannequin on the left, standing on a 
plattorm covered with black felt, was wear- 
ing a black-and-white checked sunback 
dress with an embroidered top, black cotton 
gloves and black pumps. Her companion was 
seen in a_ black-and-white checked dress 
with a white panel embroidered with black 
trim, white leather gloves and white pumps. 
They were posed against a blue felt back- 
ground on a white confetti floor. 

A black bag and black sweater with white 
bead trim were placed down left. Lighting 
consisted of five overhead 3(0)-watt spots 
with alternating pink and blue filters. Mil- 
grim sells out of its windows, a policy which 
prohibits wiring the mannequins. 

A group of 16th-century Italian etchings 
seen several years ago gave Display Director 
Anton Heller the inspiration for the B. Alt 
man window shown here. While the copy 
called on customers to “have an Interna- 
tional Summer in at-home or in-town cot- 
tons from Italy,” the scene transported them 
to an Italian arbor damp with morning dew. 

The wines and purples of the artificial 
grape clusters complemented the imported 
55 spectator tashions, as Altman refers 
to this type of dress on its third floor. The 
columns were of natural wood, while the 
floor was sprinkled cork. Amber lighting 
was used. Altman has between 4,000 and 
5,000 watts in each of its windows. The watt- 
age, of course, is varied as the 
requires. 

The background was a “fresh, cool yel- 
low” which Mr. Heller feels is particularly 
effective during the summer months. The 
yellow background is used throughout the 
summer. 


f 


occasion 


When you're wondering how to make “un- 
derwater colors shimmer,” take a tip from 
the display seen here that Display Director 
Henry F. Callahan designed for Saks Fifth 
Avenue. Two swim suits were pinned to a 
board covered with the same moire that was 
used on the walls. Two mannequins were 
posed behind the board and appeared to be 
in the suits, and not in them — to be as un- 
encumbered by their beach togs as a gal in 
the transitional stage between undressing 
and slipping into her suit, an illusion that 
might well have been played up in the copy. 
The mannequins, of course, were wearing 
straw hats and jewelry appropriate for fash- 
ionable beachcombing. Other wares from 
the Sun and Shore Shop were casually 
draped over a wicker basket tilted down left. 

“Bonwit’s gossamer wings ... black en- 
chantment designed by John Moore of Tal- 
mack” was the copy theme for a series of 
windows in which Display Director Gene 
Moore set off Bonwit Teller’s merchandise 
with black cardboard tree cutouts with tis- 
sue paper leaves, blossoms and birds in their 





nests, all outlined in black. For the color 
record, the leaves were apple green, olive 
green and turquoise; the blossoms were 


peach, ivory, mauve and lavender: and the 


birds and nests were turquoise. The manne- 


quins in the Fifth avenue windows, one of 
which is seen here, were dressed in black 
cocktail dresses with black or white ac- 


cessories, standing on scatter grass against 
lighting 
with pink 
the 
was seven /75-watt baby spots with pink and 
blue filters. 


()verhead 
300-watt 
Lighting 


a sky blue background. 
consisted ot five 


and 


spots 


blue filters. from sides 


Joseph |. Adler 
Died July 9 


Joseph I. Adler, co-founder ot The Adler 
Jones away 1n 
that city after a brief illness on Thursday, 
July 9, from a virus infection. He 


(Company, Chicago, passed 
was 74 
years old and is survived by his wife, Carrie 
Richard J. and Jos. L. Jr., 
both of whom are engaged in the manage 
ment ot the late 
father. 


\.. and two sons. 


business tounded by their 


He was very active in the display industry, 


— Joseph |. Adler — 





having been a charter member of the Na- 
tional Association of Display Industries and 
its treasurer until his retirement from busi- 
ness in 1948. 

The business was founded in 1916 by Mr. 
Adler and Harry Jones, the latter having 
resigned as display director for Mandel 
Srothers to engage in the side of 
display. 

The company was noted tor colorful cata- 
logues which were distributed to a vast num- 
ber of retail stores and was notably success- 
ful in this type of operation. In addition, it 
served America’s leading retail stores with a 
staff of traveling representatives. It passed 
through many periods of change in display, 
weathered the great depression and con- 
tinued abreast of the many trends in dis- 
play techniques and decor. Beginning as 


business 


an exclusive artificial flower house it 
broadened its operations to include back- 
grounds, set pieces, displayers and _ func- 


tional accessories, working in a variety of 
media. 

Mr. Adler was a colorful figure in the dis- 
play industry, was always outspoken in his 
ideas concerning display organization of 
both the display profession and the industry. 
His loss will be mourned by so many of his 
contemporaries who survive him. 
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quik- 
Stick 


Lillie 


adhesive 


FAST and EASY. Spray it on papers, 
plastics, photos, and they stick to any 
smooth surface—can be removed and 
put back many times. 
6 oz. can only 98¢ 
12 oz. can only $1.69 


MAKER Bagtiillea pail [eg 


a division of HUDSON PHOTOGRAPHIC INDUSTRIES. INC 
Croton on Hudson, N. Y. 

















FINEST Dyed 
BURLAP 


—20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 


Grass Mats — 314 x 6 feet 
Always IN STOCK 


VAN ARDEN FABRICS MNFRS. 
110 Murray Street New York 7, N. Y. 

















Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$14-22 $298.00 

M 16-32 $398.00 

Giant 26-42 $750.00 
FOB New York 


JACK M. SIDER & CO. 
2037 Stanley 
Montreal, Que., Canada 








Panama Displayman Wages 


Revolution in Windows 






















For eight years Angel Conessa Pal- 
lares has been at war against the 
cluttered windows of his retailing 
compatriots . . . Cardboard boxes 


have been major weapon 


N AN AREA of the North American conti- 

nent where political revolutionaries are 

more frequent, Angel Conessa_ Pallares, 
display manager for Bazar Americana, a chain 
of four men’s wear stores in Panama, has 
heen waging a revolution all his own. 

Armed with only a few simple tools, mate- 
rials and cardboard boxes not to omit credit 
to an active and resourceful imagination 
Mr. Conessa has convinced his employer — and 
customers —that the normal cluttered windows 
of most of his compatriots are not on the 
winning side. 

According to I. Robert Eisenmann, Jr., gen- 
eral manager of the chain, “Mr. Conessa con- 
vinced us eight years ago that it is worth it to 
pay for a good window display and, although 
we have been thrilled with his work, we have 
never bothered supplying him with other dis- 
play materials. Consequently, for eight years 
he has been working from ‘scratch’.” He hints 
that maybe budget limitations will improve in 
the future. 

Specifically, Mr. Conessa’s tools consist of 
the following: One pair of scissors, one ham- 
mer, one sharp knife, one ruler. His materials 
are: Glue, wire, pins, old cardboard boxes, 
colored cardboard sheets and scatter flakes. 

Although he admits to getting ideas from a 
number of sources, most of them are purely 
from his own imagination. Mr. Eisenmann 
reveals, “It 1s amazing to see that after he 
has his basic idea for a display, he doesn't 
even prepare a sketch, but does it all from 
memory. The procedure is as simple as draw- 
ing the image on the cardboard boxes piece 
by piece, cutting them out with his knife, 
gluing them together, painting the finished 
prop and setting it in the window.” 

Mr. Conessa has also practiced display in 
Barcelona, Spain, and Caracas, Venezuela. 

Three photographs of his recent displays are 
shown here. 

At top left, the bar was made of two card- 
board boxes; the round effect on the bar was 
made of a cardboard tube in which linoleum 
was wrapped. The light post is a similar 
tube, the lamp being made of a shoe box. 
Stools are also from cardboard boxes and 
support wire figures topped by the featured 
hats. 

Display at top right contains a car made 
from the same boxes, and again the street 
light was formerly a shoe box. The woman 
at lower left is of cardboard with her hair of 
silk thread and dress of velvet. The simulated 
cracked window was painted. 

At right center is a dramatic presentation 
of “The Original Panasilla,”’ a typically Pana- 
manian short shirt made by the firm. In this 
display the telescope and stars are made of 
the old faithful boxes. The figure on the 
floor looking through the telescope is only a 
pair of pants and a sport coat stuffed with 
paper; the feet, hands and head are spirals 
of wire. 
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BEST WONDER SPOTLIGHTS 


Throws a concentrated beam of light on interior displays, 
store window displays, signs and wherever good light is 
needed. Has fine Fresnel Glass Lens, highly polished 
reflector, asbestos cord, universal mounting bracket, gela- 
tin color holder and 3 assorted gelatin colors Black 
wrinkle finish. Adaptable to BEST manual or automatic 
color wheel. 


Best Wond 
SPOTLIGHTS, each. $10.75 
1000 WATT 
MODEL, each..... $14.50 


Prices Do Not 
Include Bulb 


ALSO 
BEST automatic Color Wheels 
BEST Pee Wee SPOTLIGHT 
Display Lighting Accessories 


Write For Literature 


The BEST DEVICES iz. 


10921 BRIGGS ROAD CLEVELAND 11, OHIO 















For the “heart” of your Christmas display! 


Authentic replicas of 


Bellini Cherube 


_.. exclusive in the U.S.A. 


Available for the first time authentic 36” 
high replicas of Cherubs by one of 
the famous Florentine masters. Magnificent 
full round reproduction is molded with 
exactness in lightweight, durable, hard 
rubber composition for indoor or outdoor 
display, ready-to-hang. Guaranteed 
completely washable. Individually packed 
F.O.B. Philadelphia. Immediate 
delivery. When ordering, please name pose. 
SEND FOR A SAMPLE TODAY! 
Lacquered White finish . . ea. $30—pr. $55 
Hand rubbed Gold Antique Finish . . 

ea. $37.50—pr. $69 
Authentic Antique MEMBER 
Reproduction Center, U.S.A N\A) 


he 925 Arch Street Wala: 
zaferoc J Philadelphia 7, Penna. 














PROMPT DELIVERIES ON 


a el 


BASE METALS—ALL COLORS 


PUFFING FOIL — ALL COLORS 








STRIPED & XMAS PRINTED PATTERNS 
ALUFOIL PRODUCTS CO., INC. hiwvomasny. 
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For Mannequin 


WIGS 


No Measurements Necessary! 





Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN'S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver! 


Write for Catalog 


HERZBERG-ROBBINS, INC. 


Lele w. 





PEnn 6-3585 








HAVE 


tor the 


BEEN 
past 
alwavs been 


confined to the 
four 


hospital 
and as | 
proud of the tact that I hav 
missed a_ single 


weeks 


issue 1n 
to try TO 
will make 


ncver over ten 
dictate the 


it possible 


going 


vears. | am 


copy to my wife that 


to portray a few 
the usual pen 


unable 


good display ideas without 
and ink drawings which | am 


to make at this time 


the 
vears a folder containing numerous clippings 
and rough lack 


Fortunately, I have compiled over 


sketches so I never seasonal 


material. 


have 


[ well remember that while | 
road fixturing stores it was often necessary 
to make the drawings in some hotel -room 
and have a public stenographer type the copy 
and then rush to the post office to mail them 
in time to make the deadline. [ did this 
primarily Reis Kash my 
triend of the finest men I have 
known, plus the fact it has 
opinion that no other 
ever had the 
to heart. 


Some 


because was best 


and one ever 
always been my 
trade 
of its readers so close 


magazine has 


welfare 
taught classes in dis 
New York and it was 
very gratifying to witness the enthusiasm 
that all students had for 
fascinating display profession. | 
couraged them to train their eyes 
anything that could be used or 
transformed into a practical display idea. 
To illustrate th 
that was 


New 


years ago, | 
play in a school 1n 


these young our 
always en 
and mind 


to notice 


[| showed them a 
used in all the 
City system 


e point, 
being 


York 


poster 
on. the 


cars 
subway 








30th Street, New York 1, WN. Y. 








NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


+ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 











Cle DISPLAY PARADE NoZA3 by (ovap~ 


was on the 





XS 
a =o ry. f 
4 ~ it se = nd “no 


3 
~ Bi ‘> =< 
Ss. 


\ HEN i 7%, 


$ ‘4 
‘ 


nm ws, 





ise *® 
| 





Aan 


Bou WAS RORN IN PADUCAH, KK. MAR, (4,'930. ENTERED Di- 
SPLAY IN 1964 AT WEILLE'S CLOTHING STORE OF THAT CITY. 


MOVED To EVANSVILLE, IND, 'N 1957 
TO HEAD THE DISPLAY DerPrt. ArT 
SATERS. 


Wercne fs eens’ 
t VAR 
BANDS FROM 1647 To 
Sl, AT WHICH TIME 
WAS PRAFTED iN 
ARMY, SONTINUERP 
DANCE BANP WoRk 
PART TIME AFTER DIS- 
CHARGE FrOM AEMY IN 
I9S3. MARGIEDP AND 
FATHER OF THREE 
CHILDREN, TWO GIRLS 
— Boy. 


ENJOYS OUTPOOK GARGECUING, 
peer INS: ANP ANP BASKET-— 
UuloAS SPECTATOR 


SUSeLetiit 


DISPLAY PDHirlecTorx. 
SATER’S . EVANSVILLE, 


IND. 
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It teatured a huge man’s straw hat of the 
1930 era with a number of smaller hats in 
back of it until the smallest was disappear- 
ing over the far horizon. I do not remem- 
ber what the card was advertising, but | 
used the basic idea to create a very effective 
men’s straw hat window display. The large 
hat about 4 feet in diameter was built out 
of wallboard along with all the smaller ones 
suspended on wire from the ceiling to reach 
the horizon painted on the window back- 
ground. You have probably noticed that the 
old type men’s straw hat is coming back in 
stvle and I recently read a statement by the 
sales manager of the largest hat manutac- 
turer in the country to the effect that they 
will represent big business in the spring ot 
1960; buyers and displaymen may find it 
worth while to make a note of this. 

Here is an idea for a special window 
display to announce a sale or other seasonal 
promotional event. Cover the window back- 
ground with white paper and paint on the 
name of the event in bright red and 
black letters. Suspend a scaffold in front 
ot the background and install a male man- 


sale 


nequin dressed in painter's overalls com- 
plete with open paint can and brush. 
Recently, I inspected some plans and 


drawings for a junior department store in a 
new shopping center and I pass along the 
following idea: In the men’s shoe depart- 
ment up on the side wall over the chairs was 
a row of picture-framed panels and each one 
featured a smartly arranged display of men’s 
fashion accessories, shirts, socks, handker- 


chiefs, etc. I think this method of display- 


ing related merchandise at various points 
of sale throughout the store is an excellent 
one and something we should all do more 


about. 

I greatly appreciate the friendship of many 
of my good friends in the display business 
and I wish to take this opportunity of tell- 
ing them I expect to be back to work in 
good shape in a couple of weeks.—Jim Kiley, 
44 Garden Circle, Waltham, Mass. 


New Expanded Foils 
Now Available 


Two new decoratives of expanded alumi- 
num foil have been added to the line of Re- 
search Products Corporation. One is called 
Multi-Ply and is composed of several thick 
compressed into single panels and 
in natural aluminum finish. The other is 
similar to the colorful mesh panels now 
manufactured by the firm but utilizing a 
thicker gauge aluminum. Write to the firm 
at 1015 East Washington avenue, Madison 
10, Wise., for and further infor- 
mation. 


Twin Girls Born 
To Baileys 

Mr. and Mrs. Jack Bailey are proud par- 
ents of twin girls born May 3, bringing 
their total to four girls in the family. Mr. 
Bailey is with Cook and Meier, Chicago. 


nesses 


swatches 









Jobbers Wanted 
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TRIMMER'S HAMMER 
WITH PIN AND STAPLE PULLER 
$1.25 ea.—6 or more $1.00 ea. Post Paid. 








3764 SHAFTER AVENUE 
HAL FISK oak ann 9, CALIFORNIA 
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annequin CArt School 


509 MAHONING AVENUE — YOUNGSTOWN 2, OHIO 


usko 


A Complete 
104 Lesson 

















Visual-Aid Mannequin Art Course 


813 Articles 


Comprise A 104 Lesson Course 


Course 


| Student's Preface Booklet 

104 General Text Booklets 

104 Lesson Assignment Booklets 

104 Supplementary Series, 1000 Pictures 
500 Visual-Aid Series, 5000 Pictures 
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PRICE PER DOZEN 





PARTING 


CHISELS 


TYPE No. 0 ONLY 
FITS THE CUTAWL 


These are brand new, high grade chisels 
guaranteed to perform satisfactorily. 


TERMS: NET CASH WITH ORDER 


ATLAS TRADE SALES 


BOX 9403 VICTORY CENTER STA. 
NORTH HOLLYWOOD, CALIF. 


DEALER INQUIRIES INVITED 


Picture this Girl 
In your windows 





$2.35 
























P. O. Box 6356 
Distributor and A 








SPUN GLASS] 
FIBERS 


SUPER FINE ANGEL HAIR 
ONE POUND 
POLYETHLENE BAGS 
IMMEDIATE DELIVERY 


PERMALIFE GLASS FIBER 


San Antonio 9, Texas 
viries invited 


gents ina 


You'll 
with Motion from Manhattan. 


with the finest Pugdin wigs. 
details of our entire line of 
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stop the crowds when you select Manikins 
These luxurious high 
quality figures are fashioned of fibre glass topped 
Send for photos and 

ladies’, 
children's figures, each expressing lifelike motion. 


Manhattan Motion 
Manikin Mfrs. 


4 WEST 16th STREET, NEW YORK CITY 11 





men's and 
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to your displays with these 


NW NOEL 


DECORATIVE 
LIGHTS 


2 


NEW Noel Neon Lites 


Gives candle flame effect 


STEDDI or DANCING 


@ Available in 10 and 20 lights— 
green or white wire. 


@ No transformer required 
@ U.L. Approved 
@ Each bulb operates independently 


Many NEW 


W rite for vour complete catalog, now. 


more items available. 


MANUFACTURING CO., INC. 


3 WEST 18th ST., NEW YORK 11, N. Y. 
Algonquin 5-4550 
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S THERE displayman in this uni- 
verse who has not launched at least one 


missile, satellite or spaceship in his win 


any 


dows since the current space craze began: 
And then the monkeys made their successtul 
voyage and opened a for dis 
play imagination 


new channel 
Snell- 
his 
will 
summer from 
Six young girls wearing 
the Crisp) dresses were posed in the act ot 
blasting off a sleek rocket complete with the 
latest in wicker nose cones. The largest of 
the girls stood at the rear of the ship ignit- 
ing it with an oversize match. The rocket’s 
monkey 


Charles Nelson, display director ot 
enburg’s, Philadelphia, suggested in 
display that “The next one up surely 
Crisp) dresses 
Snellenburg’s.” 


he wearing 


passengers were a_ striped and a 
sleepy-eved dog, both stuffed tor the long 
trip. 

The sky contains white multi-pointed stars 
and all is against a solid black background 
and floor. 

The display was chosen as Display of the 
Month entries received in DISPLAY 
WORLD ’s International Display Contest for 
1959. In the 1958 approximately 
4000 entries were received trom displaymen 
in all parts of 

The 1959 previous years, 
will continue throughout the entire 12-month 


from 
contest 


the world. 


contest, as in 


period and is open to any displayman any- 
where in the world. It is not necessary to 
subscriber to DISPLAY WORLD 1n 
The contest 
ferent classifications, making it possible fot 
kind of 


be a 


order to compete. has 65 dit- 


people in practically 
enterprise to enter 
\t the 


lDecember 


display any 
the contest on 
3lst of this year, entries in each 
classification 


conclusion ot 


will be judged: gold, silver 


and bronze medals will be awarded tor first, 
and third 
classification. 
division will 
second, two: 


places, 
First 


second respectively, in 
place in 
carry with it three 
and third, one. The 
who scores the highest number otf points 1n 


each 
points ; 
person 


each 





1958 Winners 


George K. Payne, Woodward & 
Washington, D. C.; First Place: 
Hollander, Gimbel Brothers, Philadel- 
Second Place: J. Howard Schneider, 
Crescent, Spokane; Third Place: Joseph 
T. Sjursen, Frederick & Nelson, Seattle. 


Sweepstakes: 
Lothrop, 
A. Van 
phia; 
The 





the entire contest will receive a_ beautiful 
gold plaque as sweepstakes prize, and the 
next three highest will receive, respectively, 
gold, silver and bronze plaques. 

Entry in the affair is made by means of 
black and white 
by 10 inches in size, although smaller ones 
will be accepted. Pictures must be un 
mounted. On the the photograph 
should be listed the displayman’s name, his 
and the 
under which it 1s to be entered. 


returned. 


photographs preterably & 


back oft 


classification 


No photo- 


store, city, address, 


graphs will be 








SOURCE SERVICE 

If in any of the illustrations in DI>- 
PLAY WORLD you see some property. 
fixture, mannequin. or other display 
equipment which interests you particu- 
larly we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD. Cincinnati 


1. and it will have prompt attention. 
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Simison Heads Display 
For Nine Broadway Stores 

Dick Simison is promoted to display co- 
ordinator of the nine Broadway department 
stores in Southern California. Mr. Simison 
joined the Broadway in 1949 as a trimmer 
at the Hollywood store, and after about 





— Dick Simison — 


six months was promoted to the assistant 
display manager. This followed with stints 
in the same capacity at the Pasadena and 
Los Angeles stores, 

In 1952, he was transferred into the North- 
ern part of the state group, and became the 
display manager at the Hale’s- Market street 
store in San Francisco. He returned south 
in 1951 to take over the display manager 
ship of the Broadway-Hollywood, from 
where he was promoted to his present post- 
tion. 

Mrs. Laura Walbridge, who tormerly held 
this position was promoted to the executive 
offices of the Broadway-Hale Corp. as staff 
director of store interior decorating and 
display. 

Miss Laura Ostwald, display manager at 
Pasadena, was transferred to Hollywood, 
and her assistant, Phillip Lehner, was pro 
moted to the display managership of Pasa 
dena. 


2 Se 


Ad Agency Indicates 
Interest in P-O-P 


In a move to keep its staff abreast ot de- 


velopments in varied torms of media, the 
Campbell-Ewald Co. opened its conterence 


room this week to an exhibit of paper sculp- 
ture. 


The supplier-staged display presented the 


different techniques in the craft from ceiling 
hangers to elaborate three-dimensional fig- 
ures available tor print and television adver- 
tising. Supplier representatives explained 
treatments and possible use to drop-in agen- 
Cy groups. 

“The program represented turther prepa- 
ration for the emergency of the advertising 
agency as a total marketing center,” com- 
mented Thomas B. Adams, Ceco president. 
“To meet our current and future responsi- 
bilities, we want our entire staff to have 
knowledge of all phases of merchandising 
as well as their own specialty. 

“We were particularly pleased to present 
the paper sculpture display because of point- 
of-purchase application. P-O-P materials 
are becoming increasingly important in the 
marketing plan.” 
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SEE YOUR REPRESENTATIVE 


Ag all 
( Pour teas crit. 
INC 


ASSOCIATES, ‘ 
141 West 24th Street . New York 11, N. Y 

















for your mannequins... 


exquisite workmanship 


by one of the oldest mannequin refinishing firms 


display works 


jeddo, michigan 
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FLASHERS 


Since 1900 





® 
Force Attention, Increase Advertising Value 


REZE2ERS 
ELECTRIC COMPANY Motor 


3X55 RIVER ROAD RIVER GROVE, ILL. Driven 














HOLLY 30 LITE 
MINIATURE SET 


UL APPROVED miniature set. 30 screw 
type bulbs in petal shaped sockets. Bulbs 
have permanent filaments and if one goes 
out the rest remain burning. Set avail- 
able in green or ivory wire and sockets 
and with colored or clear bulbs. 


24 lite model also available 


JULIUS KUPFER, INC. 


Migrs. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. I., N. Y. 


























Ballou’s 


Glittering products will add 


sparkle to your displays. 
METAL FLAKES AND STARS 


Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 
Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 


for outdoor and indoor displays. Spe- 
clal colors made to order [including 
gold and silver). 


GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 





























The Reynolds’: James, Milton and Fred 


Printasign Honors Founder, 
Long-Time Employees 

The Reynolds Printasign Co., Pacoima, 
Calif., recently held a combination testi- 
monial dinner honoring its chairman of the 
board, Milton Reynolds, and also its many 
employees who have worked for the com- 
pany over its almost 30 years of business. 

Among those honored for long service, 
with a small pin shaped like a sign frame 
bearing the word “Printasign’” were Joe 
Donato, field service supervisor, who has 
been working for Printasign for over 20 
years. This award was presented to Mr. 
Donato personally by the founder of the 
company, Milton Reynolds. 

Also receiving awards for long service 
were James M. Reynolds, president of the 
firm and son of the chairman, and Fred 
vice-president of the 

soth received their 


Reynolds, executive 
company and nephew. 
ten-year service pins. 


The affair in California was held at the 
Knollwood Country Club, Granada Hills. 


At the bi-annual regional sales and service 
managers meeting of the company, held for 
four days at Brown’s Lake, near Burlington, 
Wis., others received pins. In the sales de- 
partment, Byron Schaffer, Chicago, was 
awarded a pin for nine years of service. 
George Young, Jr.. New York region and 
Lloyd Ferrey of the West Coast region also 
received their long service pins. Those in 
service receiving pins were Whitey Gollup, 
New York: Ed Hilsabeck, Chicago; W1l- 
liam Caston, Charlotte, N. C. 

A highlight of the California meeting was 
Mr. Milton Reynolds’ reminiscences of the 
old company and his introduction of the 
Printasign operator, a fact proven 
by a taken of the original 
Printasign machine with his son, Jim, then 


oldest 
photograph 


age 9, operating it. 











FIXTURES SPUR SELLING 
AT CAPWELL'S 
[Continued from page 23] 
structed view of the floor. The wall sections 
are of wood and designed to hold two rows of 
lamps, one row each on the plastic laminate 
Strips of electrical 
outlets are provided so each lamp can_ be 


covered bases and shelves 


lighted. 

The aisles on this upper floor of the store 
are covered with grey and yellow rubber-viny] 
tile, leading the customer to the various de- 
partments. The rest of the floor 1s covered in 
the plain grey. Fluorescent and incandescent 
light fixtures are set in strip style flush with 
the ceiling. 

On this floor, too, the fixtures are custom 
built and specially designed for the merchan- 
dise shown on them. 

Large swatches of varied colored and tex- 
tured carpetings available are hung on car- 
pet racks. Samples from three different 
manufacturers are displayed on one rack, 
with each manufacturer's name _ printed 
above on frosted glass. A light is behind 
the frosted glass name strip. 

All merchandise samples on the rack may be 
viewed easily with the aid of a roller track. 
Throw rugs are displayed on tables with tall 
metal channel legs. 

A midnight blue painted glass wall in the 


mattress department is studded with silver 
paper cutout stars. Brand names are mounted 
on wire panels and hung on the wall. Mat- 
tresses and springs are placed on uniform 
metal frames. Cards at the head of each bears 
the price and description. 

Metal chanels formed into cubicles rise from 
the floor in the drapery department and are 
used to display curtains. Keyholes in_ the 
channels hold price signs next to the curtains. 
The racks are filled with off-white compo 
board, and the units can be moved around at 
will. 

In the dinnerware section, dark finished 
wood grain bases and rear walls are painted 
to match contrast with the light colored mer- 
chandise. The lower stock case drawers are 
in wood grain plastic laminate. The upper 
wall consists of perforated board panels, 
painted dark brown, on which are adjustable 
shelves of glass. Place settings are displayed 
on the glass shelves along with cards bearing 
the price and description of each. Wood 
grained plastic laminated tables are used for 
stock and for writing customer orders. Stock 
on the tables is displayed attractively. 

(ne section on the upper floor is designed 
for outdoor barbeque accessories. A perforated 
board wall is decorated with a redwood trellis 
at the top. Artificial ivy is twined on the 
trellis. Small items are displayed on the per- 
forated board. Other small items are arranged 
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on a standing metal floor rack. Large items, 
like picnic tables and benches and wheeled 
grills, are arranged about the floor. 

The record department is enclosed by a 
counter height wall of light wood. Private 
listening rooms are available at the rear of the 
department, and each is glass enclosed so the 
customer need not feel walled in. Also, the 
glass walls permit salespeople to keep track of 
potential customers to better advantage. 

Records are arranged within the enclosed 
area for customer selection. Featured items 
are highlighted along the facing around stock 
areas and on perforated board siding around 
the column. 

Larger items, such as TV sets, etc., are dis- 
played along the aisle outside the enclosure 
and the listening booths. 


Findlay Now Representing 
Richker Company 

Bob Findlay has been appointed sales rep- 
resentative for I. Richker & Co., Houston, 
distributors of display materials and ac- 
cessories and originators of many display 
specialties. Mr. Findlay is well-known in 
the display profession and the display in- 
dustry, having served as display director tor 
a number of leading stores and sales repre- 
sentative for leading display companies. 
Creative Promotions 


Holds Open House 


The annual open house tor presentation ot 
fall-Christmas display line of Creative Pro- 
motions of California will be held July 
20-24 at showrooms at 320 Grove street, 
Oakland 9, Calif. Hours will be from 
9 a.m. to 9 p.m. 


————— eee 


Wants to Locate 
Phil Bachrach 


Samuel S. Fishman, president of Fish- 


man’s, Inc., 79 Broad street, Elizabeth, N. J., 


would like to locate Phil Bachrach, who, he 
says, has been in the fixture business for a 
number of years. Write to him if you have 
any information. 


Two Colors Added 
To Seamless Line 

Scenic green and orange have been added 
to the Bulkton Seamless line, Bulkley Dun- 
ton & Co., 9 Pennsylvania avenue, Corry, 
Pa., announces. A new color card can be 
obtained by writing on company stationery. 
Soper Joins Sales Staff 
Of Charrot Company 

Ralph Soper, well-known in the display 
trade, has joined the L. J. Charrot Co., New 
York, as sales representative in the midwest 
and central south. His many display friends 
will welcome him in his new affiliation. 





Tights Display Form 
Recommended for Counters 

A new counter display for tights is 22 
inches high, requires only 5 inches of space, 
and is a perfect and a graceful miniature 
half-mannequin to display tights where sales 
are made — at the counter! Information 1s 
available from Shoe Form Co., Inc., Auburn, 


New York. 
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AMERICA'S FINEST — NEWEST 


BUBBLE MACHINE 


Patent Applied For 


AT ANY PRICE! 


Imagine 1,000 Iridescent Bubbles Per Minute 
USES A-C CURRENT 


FULL QUART 50 
CAPACITY $ 3 9 EACH 


ALSO NEW DRIEST-EVER BUBBLE FLUID = y © 
$3.50 Gal.—$3.25 5 Gal. Lots . 


1. RICHKER & CO. 


House of Imports 
312 FANNIN ST. HOUSTON 2, TEXAS 
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the unusual in mirrors by PA RALLEL 


Paramir (A)—dramatic multi-color mirrors ! MPa Pee 

Paraflex (B)—-silver & colored faceted sheets — 
Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
Mosaic Glass Tesserae—Plastic Mirrors and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 


From a 1” x 2” furring strip 
i | | M B 1% R toa 12” x 12” Timber. 


Masonite Cut to your specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 


© FAST SERVICE e 











Celotex 
Mouldings 
Homasote LUMBER 
Plywood T U L N QO y & TRIM CO. INC. 
17 Ridgewood Place Brooklyn 27, N. Y. 


GLenmore 5-414] 
There are more Special Items in this MODERN Lumber Yard than in any other in New York 
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ORIGINAL | 
WIN-DO-DEC 


This extremely ef- 
fective corrugated 
display material 
comes in 18 sun-re- 
sistant colors. Per- 
fect for air-brush- 
ing. Back guides 
for easy cutting of 
letters and numer- 
als. In rolls or 
sheets cut to your 
specifications. 








EXCLUSIVE 
WIN-DO-WAVE 


. 
. 


Attractive wavy 
pattern for floors 
and backgrounds. 
Completely flexible 
... yet stiff, crush- 
proof and re-usable. 
Kraft is bleached 
to assure bright- 
ness and uniform- 
ity of the 18 sun- 
resistant colors. 
Rolls or sheets to 
your specifications. 


OP Ah AOR RMR FF FF a 
ao a 


Send for 
these free 
sample kits 


today. 


AJAX BOX DIVISION 
St.Regis (sk) 
PAPER COMPANY 
2210 So. Union Ave., Chicago 16, Illinois 
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Altman Uses Entire Floor 
In Flower Promotion 


An unprecedented artificial flower promo- 
tion took place in the Fifth avenue store ot 
B. Altman & Co. in New York City trom 
\pril 27 May % Using Corbosco 
Howers foliage exclusively, 40 mam- 
hlled Horal 
arrangements atop display cases along the 
main aisle, ,unning the entire length of the 
store. Additional banks of flowers and 
greenery were spotted at the base of many 
of the “flower mart” 
set up at aisle intersections and salesgirls’ 
costumes included tiny lace caps set with 
and bouffant aprons of a colorful, 
Horal print design. One scene 1s shown. 


through 
and 
moth with oversize 


urns were 


urns. islands were 


Howers 


\ retail section estab- 
lished in the direct center ot the main floor 
where continuous demonstrations were given 


store 


headquarters was 


during hours by six of the country’s 
leading floral arrangement experts. 

More 
Howers and foliage were incorporated into 
this mammoth display. The 
Altman's “Flower Fiesta” proved much more 
than setting a Springtime mood tor customer 
attraction. bold step torward 
(orbosco’s plastic Howers 
when 


than 30,000 sprays of Corbosco 


success of 


Taking a 
in promoting 
foliage at a time ot the 
thinking in terms of spring 
fresh flowers, an inestimably 

arti- 
retailed 


and vear 
the public 1s 
planting and 
valuable point was made to retailers 
successfully 


without 


ficial flowers can be 


around the calendar seasonal 
“eclipse. 

Sales that 
comments 


prejudice 


reported 
enthusiastic 
though admitted 
artificial flowers betore 
display. A promotion 
been considered 


personnel customers 


volunteered even 
against 
\ltman 
might 
experiment a_ few 
“solid merchan- 


some 
seeing the 
which 
sheer 
vears ago has now become 


dising’ with the product of a comparatively 


voung industry. 


have 


CHICAGO DISPLAY KEYED 
TO SHARP CONTRASTS 


Continued from page 21] 
and on the white floor. White net 
framed the window and drew the 
eve upward to a crystal chandelier which 
stood out against the shadow of the curtains 
thrown against the white back wall. 


chairs 
curtains 


Clement Bradley, display director of Car- 
day-night for his “contrast” 
promotion. The tour windows in the series 
were split down the middle. The floors and 
back wall were white on the left for “day” 
and blue on the right for “night.” The sign 
in each window was placed in the center and 
split just the opposite to stand out in con- 
trast. The lettering tollowed the back- 
ground color. One mannequin on each side 
wore the fashion, similar in each display. 


son's, chose 


Standing beside the mannequin on _ the 
“day” side was a tower symbolizing “office” 
with office props such as pencils, ink bottles, 
wastebasket, typewriter, books, etc. Beside 
the mannequin on the “night” side was a 
evening out” with 
props as a program, a concert 
program, a menu, miniature dance slippers, 


“an 
dance 


tower symbolizing 


such 


opera glasses, etc. 

“Day and Night, This Costume’s the One,” 
said the sign. 

Mr. Bradley and Window 
ager Dick Minto celebrated 
Week in Chicago” by displaying 
made goods in a window. Tiers were set up 
merchandise. In front of the 
display was an enlarged Mayor 
Daley's proclamation setting up the occa- 
sion. Other honored Switzerland 
Week with similar displays of Swiss mer- 
chandise. 


Display Man- 
“Switzerland 
Swiss- 


to show the 
COpy ot 


stores 


Jack Boghosse, display director ot (sold 
blatt’s, put in a “Flower-Hued 
Pastel Dress” promotions in his State street 
Windows. Ever the avid gardener, he in- 


series ot 
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SPRING 
GREEN! 


3 day SERVICE to Chicago, Mil- 


waukee, Detroit area. 


3 day SERVICE to New York, Phila- 


delphia, Boston area. 
6 day SERVICE to Los Angeles, San 


Francisco area. 


3 day SERVICE to Miami, New 


Orleans area. 


“NATURALIKE” 


GREEN GRASS 
DISPLAY MATS 


@ The natural look of living grass 
@ Fire-proofed and mildew-proofed 


@ Special sizes made to order in 
any length and width. 


MEMORIAL 
GRASS CO. 


521 EAST 7th STREET 
UHRICHSVILLE, OHIO 


40 years’ manufacturing experience 
in serving display needs. 














FIREPROOF .. . REALISTIC 
SPARKLES LIKE Meal SNOW 


Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


26 SItIxTH ST FOREST PARK, 
STAMFORD, CONN. rLLINOTS 





STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you — 
names of our graduates. 


Write for literature 


THE KOESTER SCHOOL 


$710-12 N. Cicero Ave., Chicago 41, Ill. 
AUGUST, 1959 
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tused his hobby into his displays by creating 
a tropical garden atmosphere. The grass- 
floored windows had wicker and bamboo bas 
ketware hanging from the ceilings by huge 
cat-tail-like garlands. One of the bamboo 
props looked like a balance scale holding 
bouquets. The fashions were, as the sign 
told, all in flower pastels yellows and 
greens, 

G. C. Bowen, display director of Lytton’s, 
and Window Display Manager Bob Busse 
brought the sea to a series of displays by 
way of myriads of pink seashells. Over 200 
were strung in 30 rows across the back 
wall making, in effect, two panels of sea- 
shells. Separating these was a framed sea 
shell design about 2 by 4 feet in size. Two 
other similar designs flanked the seashell 
panels. 

A terrace for the four mannequins was 
made of a concrete block wall surrounding 
the floor of plastic simulating brick. “In the 
Pink” was the title. The fashions were, 
naturally, pink. 

Joe Kreis, display director of Saks Fifth 
Avenue, created a shipboard setting for a 
series of three displays promoting Saks’ 
own boating fashions. “Smooth Sailing,” it 
was named. Planks for a deck, an expanded- 
metal-and-dowel guard rail, a composition 
foghorn, a mahogany helm, white rope and 
red, white and blue banners made the nau- 
tical atmosphere in the largest of the three 
displays. In it, three mannequins wore red, 
white and blue Saks’ outfits. 

The side windows (not illustrated) with 
their smaller space, achieved the same ef- 
fect by depicting smaller boats. In each, one 
mannequin stood on the deck of a symbolized 
sailboat. The sail made a fitting background 
tor her outfit. 

Harry Meyers, display director of Roth- 
schild’s, called his all-blue display, “A Blue 
Illusion.” Floors and walls were painted 
periwinkle blue. The fashions were also 
periwinkle blue. Three mannequins dis- 
played them, the one in the center wearing 
a print with white and blue _ periwinkles 
splashed all over it. These were echoed by 
a garland of large periwinkles on the back 
wall above the mannequins heads. 

Mr. Meyer's sign read, “A Blue Illusion 
for You... blue indigo mixed with white 
summer colors that float through a spring's 
evening.” 


Mahl to Show Photos 
At Woodstock, N. Y. 


Sam Robert Mahl, assistant display di- 
rector of Alexander’s, New York City and 
White Plains stores, is having a one-man 
show of creative photography, on July 18 
through August 15, at the Rudolph Galleries 
in the Art Colony ot Woodstock, N. Y. 

Mr. Mahl has exhibited at the Photog 
rapher’s Gallery in New York, the Intet 
national Photography Show in _ Lucerne, 
Switzerland, and various other galleries in 
New York City. The photographs to be 
exhibited are of people and streets in New 
York City and Woodstock interspersed with 
scenes from nature. 

This photography exhibition 1s an innova- 
tion for the Rudolph Galleries which for the 
last 20 years has been showing only paint 
ings and sculpture of well-known American 
artists. 
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VUE-MORE: 

Rush a copy of your new. six-page 
Catalog. 
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(terrific new catalog 
describing the com- 
plete line of VUFE- 
MORE display turn- 
tables and BREVEL 


animation motors. 





Write tor your copy today. 
Use the handy coupon above! 





VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


And For Your Animated Displays: 





Quiet, versatile, efhcient Breve 
motors are designed tor maximun 
power and precise movement vet 
compact enough to be used in an; 
motion display WU rite tor detat 





VUE-MORE CORPORATION 


Divisron of BREVEL PRODUCTS 





_ 
601 WEST 26th STREET NEW YORK 1, N. Y 
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~“Panodrama 


Hand-Painted 
Display 


Backgrounds 


Up to 9 ft. high; up to 36 ft. 
wide to fit any situation. 
Beautifully and creatively 
handpainted in a variety of 
color combinations to match 
your display plans. Available 
in OUR designs . . . or our 


artists will faithfully execute 


YOUR concepts. 


MADISONIA MANIKINS, Inc. 


NEW YORK e 152 West 25th Street, CHelsea 3-1550 
CHICAGO e 11 South Despolainzs, DEarborn 2-6819 
DALLAS e@ 3007 Canton Street, Riverside 7-1937 











ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 








lower 





ctro-Mow 
ones prices an 


, s-— 
available in 3 . 


*% Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 
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MARKET WEEK SUCCESS STORY 


[Continued from page 14] 


and the do-it-yourself group. Each 
had its own buying characteristics. 

Displaymen trom in the larger 
metropolitan areas, by and large, were ac- 
companied by substantial budgets in antici- 
competitive Christmas 
normally demands 
rivalry the most. attractive and 
compelling displays. These displaymen, 
although they shopped the show thoroughly 
in most did their 
with the larger firms and were not too in- 
terested in price quality, delivery assur- 
ance and other intangibles the 
ciding factors. This group was represented 
in numbers equal to any previous market 


group 


ste res 


highly 
which 


pation ot a 
selling season 


for 


cases, most of buying 


de- 


being 


week. 
\ second group of displaymen was trom 


Gashoftt 


the smaller communities and larger cities 
dominated by a few major stores — areas 
in which a less competitive atmosphere 
prevails. These displaymen were - still 
faced with the lower budgets that charac- 
terized the 1958 season and revealed a con- 
tightness of promotional purse 
strings. Not to be content with letting 
their appearances belie the below- 
normal status of the display budgets, they 
spent their time searching out bargains and 
comparing prices. It is this group that pro- 
vides the volume for most exhibitors 
and keeps the competitive atmosphere alive 
at the shows. 

There was a last group, not a small num- 
ber to be sure, that, although endowed with 
substantial budget, was more interested in 
finding ideas and new basic materials trom 
which to create its own decorative treat- 
ments. Mannequins and torms_ took 


tinuing 


ste res’ 


sales 


the 


Reelected 


NADI President 


HE ANNUAL MEETING of the Na- 
tional Association of Display Industries 
was held on Friday evening, June 19, 
immediately prior to June Market Week at 
the Conrad Hilton hotel, Chicago. President 
Earl W. Gasthoff presided. Reports of the 
various officers and committees that fol- 
lowed were highlighted by the report of the 
treasurer, Edgar Moser, which showed that 
the in a strong financial 
condition. 
This indicated the excellent policies of the 
association under its present officers and its 
able managing director, Gabriel M. Valenti. 


association was 


This great progress of the association since 
the Market Week un- 
doubtedly accounted for the reelection of all 
officers, as follows: 

Earl W. Gasthoff, president: R. J. Adler, 
vice-president; Irwin Rhodes, secretary, and 
Edgar Moser, treasurer. 


previous Chicago 


The following were elected as members oft 
the Board of Directors for the ensuing year: 

Sylvan Freund, Thomas Hughes, Gordon 
Keith, David Opperman, Bernard Schwartz, 
Nathan Silverblatt, George Silvestri, Phil 
Weinberg, C. G. Woelky, Earl W. Gasthof, 
R .J. Adler, Irwin Rhodes and Edgar Moser. 
David Sloan and John Denton, both elected 
originally for three-year terms to 1960, make 
up the balance of the direct or group. 

The other highlight of the general meet- 
ing was the report of the Promotion and 
Publicity Committee by its chairman, 
Nathan Silverblatt, who reported that the 
first display promotion mailing of 10,000 32- 
page brochures was made to retail manage- 
ment in May. He recommended an expanded 
program for the ensuing year to consist of 
four separate mailings and this recom- 
mendation was received with much favor. 
It is hoped that the work of this committee 
will have an influence in directing more con- 
sideration to display policies by top store 
management executives. 

Several procedural regulations regarding 


the conduct of market weeks were discussed 


at some length without conclusion, princi- 
pally those affecting showroom exhibitors. 
This matter was placed in the hands of a 
special committee for equitable adjustment. 

In the general discussions, widely partici- 
pated in, it was evident that the conditions 
in the display industry had improved con- 
siderably and an expanding business was an- 
ticipated, many predicting the biggest 
Christmas display season for many a year. 

A resolution was adopted to honor Law- 
rence J. Charrot in recognition of his many 
years of faithful and useful service to the 
association. He had just recently announced 
his retirement from his company, The L. J. 
Charrot Co. This tribute will take the form 
of a plaque and suitable gift. 

Appointed by President Gasthoff to vari- 
ous committees were: 

BY-LAWS: Phil Weinberg, 
George Silvestri and H. C. Stern. 

FINANCE: Edgar Moser, chairman, 
Ludwig Mussliner and C. G. Woelky. 

MARKET WEEK: Gordon Keith, chair- 
man, Sylvan Freund, Edgar Moser, Bernard 
Schwartz and David Sloan. 

MEMBERSHIP: Tom Hughes, chairman, 
R. J. Adler, Edgar Moser, Irwin Rhodes, 
Bernard Schwartz and C. G. Woelky. 

PROMOTION: Nathan Silverblatt, chair- 
man, Jerry Denton and Gordon Keith. 

SHOW REGULATIONS: George Silves- 
tri, chairman, Arthur Cohen, Tom Hughes, 
David Opperman, Miss Bea Rosenthal and 
Fred Taylor. 

Three new firms were accepted for NADI 
membership, bringing the total firms to 148. 
Their membership will become effective 
August 1. They are: Economy Cover Com- 
pany of Brooklyn, N. Y.; Memorial Grass 
Company of Uhrichsville, Ohio; and Na- 
tional Form and Fixture Company of New 
York City. 

The overall situation finds the NADI in a 
strong position to move forward aggressive- 
ly in promotion of the medium of display as 
one of retailing’s great sales promotion tools. 


chairman. 
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larger share of these displaymen’s expendi- 


tures but they were probably the most at- 


tentive visitors to the show, for they were 
in search of designs and treatments that 
could be utilized in planning their own 


Christmas display programs. 

This latter group was particularly blessed 
during this June show, for many of the most 
original, imaginative and attractive creations 
of many years were shown. There was a no- 
ticeable lack of basic material do-it-yourself 
suppliers exhibiting at the show, thus losing 
out on the potential buying power of this 
group. Those firms having lines in this cate 
gory were receiving considerable attention, 
no doubt resulting in comparable orders. 
orders were ftre- 
quent, but many displaymen were accompan- 
ied by 


Hold-tor-Confirmation 


other store executives, enabling on- 
the-spot purchases to be made. 

Among the items which attracted attention 
were the small pea lights that were intro- 
duced in the past 
undergone new 


few They have 
treatments 
through the ingenuity of their designers and 
come in many 
adaptations. 


years. 
decorative 
attractive variations and 

Christmas trees of dazzling aluminum foil 
and other aluminum decoratives of novel 
design made their appearance and will no 
doubt be seen abundantly this season. Tra- 
ditional artificial pines in natural green and 
white have been improved and will not be 
denied. 

Emphasis of some firms on interior col- 
umn arrangements and ledge displays pre- 
dict that interiors will be exceptional and 
in a variety of colors in addition red and 
green. Among the most attractive were the 
white arrangements flittered with gold flakes, 
achieving an almost antique atmosphere. In 
fact, you can expect old-fashioned Christmas 
themes to predominate. 

The quality and appearance of mannequins 
improves with each season. are un- 
limited and more natural of expression than 
in the past. Male mannequins were limited 
and decidedly interior in most cases. 

Props and set pieces readily adaptable for 
and redecoration (for instance, for 
Easter displays, bridal displays, white sales) 
were available in limited numbers, and were 
among the best sellers. Screens and deco- 
rative panels were at their peak in durability 
and attractiveness, with many new and ex- 
citing techniques evident. 

In addition to Christmas, many firms in- 


P. mses 


reuse 


cluded fall and back-to-school items that 
were interesting although not startling in 
originality. 

NADI members with their own Chicago 


showrooms displayed their wares to best ad- 
vantage and attracted the attentions of most 
visitors, transported to their doors by limou- 
sines and buses. 

As could be expected, long lines were al- 
Ways waiting to catch the bus for Silvestri’s, 
where a lavish exterior treatment including 
an enormous Nativity scene and a bell tower 
greeted them. Inside were the ultimate in 
still and animated creations for the com- 
ing holidays. 

The Santa Station gimmick proved very 
successful in getting traffic dispersed 
throughout the three floors of exhibits at 
the Hilton. In order to qualify for numer- 
ous drawings, visitors had to have a card 
punched at all six locations — two to a floor 
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betore dropping their ticket into the chim- 
ney-hopper on departure. 


Deserving some share of praise tor the 
conduct otf the exhibition was the _ well- 
trained and courteous staff ot the Conrad 


Hilton. 
and ever-alert in solving the various physi- 
cal problems that always arise 


The maintenance crew was efficient 


Karl Gasthoff, NADI president, Gordon 
Keith, the Market Week Committee and 
Gabriel M. Valenti, NADI executive di- 


rector, did an exceptionally fine job 
ing the 
without 


arrang- 
market week and conducting it 
any serious difficulties. The Santa 
Clauses greeting visitors at the lower lobby 
entrance, the attractive young ladies at the 
Santa Stations and the general 
around the central theme ot Christmas 
June was unique and enjoyed by 


promotion 
In 
everyone. 
No doubt this atmosphere and holiday con- 
viviality that pervaded the show par- 
tially responsible for its success 


Wads 


Chic Display Line 
Stranded in New York 


One of the most unfortunate incidents in 
connection with NADI Market Week was the 
fact that the entire line of of 
Chic Display Company, New York, intended 
for its exhibit at the show was detained in 
New York Teamsters’ strike. 
Photographs of the line were rushed to Chi- 
cago but these could not adequately 
the company. What could have inserted a 
gloomy note to the strains of “Jingle Bells” 
was turned into a humorous approach 
this poem that appeared at the entrance to 


decorations 


because ot a 


serve 


by 


their exhibit: 

“We tried like heck to work it out to 
show you what our line is all about 

“We made it o.k. packed and crated 
then, of course, had it freighted. 

“As luck would have it a = strike was 
called! Needless to say we were quite 


appalled! 

“Our things are on a barge on the Hudson 
River, which certainly has put us all in a 
dither ! 

“So please excuse our poor exhibit 
salesmen will make it up on their next visit.” 

Below the sign was a sketch of a barge 
loaded with “Chic” identified boxes. The 
poem was written by Milton Nassau, mem- 
ber of the firm. 


our 


—_—- 


O'Brien Reports Death 
Of Father 


Friends of William O'Brien, display d:- 
rector for Dayton’s Southgate, Minneapolis, 
during NADI Market Week learned of the 
death of his father. Their heartfelt sym- 
pathy is herewith extended. 


Hakeman Visits Europe's 
Art Centers 

Jack Hakeman, designer for the Cook & 
Meier Co., Chicago, departed for a _ three- 
week trip to Europe following NADI Mar- 
ket Week, to spend most of the time in Rome 
and Paris and the famous art centers. 


Death Calls Wright Home 
From Market Week 

Joseph R. Wright, display director for 
Dayton’s, Minneapolis, was called home upon 
his arrival at NADI Market Week 


account of the death of his wife’s mother. 
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CONDENSED BLOCK 
MAGNETIC LETTERS 
Here’s a new face in the famous plastic 
letters that stick to steel. Compact, 
high gloss Condensed Block letters are 
the fast and easy way to stylish signs. 


Free Folder on all three styles of Jiff- 
e-sign Letters — See your Jobber. 


ERROCRAFT 


MORGANFIELD, KY. 
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WOOD PRODUCTS 


e Custom made e Production runs 


e Shipped directly to you or 
individually to your customers 


Complete woodworking plant at your disposal. 


BARNEY ROBERTI 


Cabinetmakers-Manufacturers 
YOUNGSVILLE, PA. 


FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 


MARIBOU in 2 yard strings 


all colors 








Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St., Dept. W 
Philadelphia 7, Pa. WAlnut 5-5219 











DISPLAY TURNTABLES 
@ All Steel 
SIZES FROM 34" UP 

illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 St., Bronx 54, N. Y. 


UNITED ARTIFICIAL FRUIT, INC. 


Manufacturers of 


ARTIFICIAL FRUITS AND 
FLORAL DISPLAYS 


From Miniature to life-size 
410 BROADWAY. NEW YORK 13 @ WOrth 6-0455 


@ Heavy Duty 


Write for free 




















@ CEASE-FIRE 
Fiameproofing 
Spray 


@ PORTO-POST 
Crowd Control! 
Equipment 


@ FLEXIBOOTH @ SWIRLITE 
Aluminum Xmas 


i] Exhibit Booths 
Garland 


Filjon Industries, Inc. 


1211 E. FAYETTE ST., SYRACUSE, N. Y. 
Write for literature—Box 122 


FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 
eer ten 
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THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 





| “helping 


| pastel 





8820 Sunset Bivd., Los Angeles 46, California 
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Markowitz Honored 
By Jewish Display Leaders 

Honoring Abe J. Markowitz, consultant 
to the display industry and former display 
director of National Shoes, for his veteran 
service to the industry and his keen in- 
terest in the welfare of his tellowmen, 100 
key leaders in the display field met June 
16 at their annual dinner tor the United 
Jewish Appeal at the St. Moritz hotel, New 
York City, and expressed their support of 
UJA’s 1959 and resettlement 
paign 

Murray 
Co., chairman of the 
CJA, presided over the gathering. 

Following a stirring appeal by Col. Basil 
Herman, distinguished Israeli soldier 
Vice Consul in New York, present 
contributed more than $60,000 to the regular 
UJA drive and Special Fund. 

The traditional UJA ceremony of “calling 
the roll of honor” that 
guest the opportunity of making known his 
contribution to the campaign and 
was performed by Chairman 


rescue Cam- 


(,oldsmith WN 
| Yivision ot 


( ;oldsmith, of M. 
Display 


and 
those 


is, giving each 


current 
Special Fund 
(Goldsmith. 
Mr. Goldsmith 
honot 


presented the guest of 
a beautiful plaque, the text of 
forth the and affection” 
held because otf his “out- 
standing contributions to humanitarian en- 


with 
which set “esteem 


in which he 1s 


terprise.” 
Mr. 


speech, 


gracious 
credit for 
something which 
each one of you, I know, does as a matter 


Markowitz responded in a 


disclaiming any special 


my tellow-men, 


| of course and of simple humanity.” 


_ Ad Artists Contribute 
| To Felt-Tip Pen Book 


Sketches and illustrations by Ray 
Howard Munce and James Leindecker of the 
Foote, Cone & Belding art department are an 
important contribution to the new book, 
“Sketching With The Felt-Tip Pen,’ writ- 
ten by Henry C. Pitz, famous American art- 
ist and illustrator. This first book ever writ 
ten about felt-nib marking devices has been 
published by Studio Books, subsidiary of 
The Viking Press. The work 
group of advertising layout sketches fur- 
nished by N. W. Ayer and Son. Author Pitz 
and artists Henry Koehler and Robert Faw- 
sett also turnished many sketches tor this 
unique publication, all of them with 
felt-tip pens and 


includes a 


done 
devices including the 
Speedry Brushpen, Magic Marker, Flo- 
Master, Marsh Pen, and Cado Marker. 
Felt-nib marking devices were developed 
less than 20 years ago primarily as shipping 
room tools. In recent years, particularly 
since the development of many colors and 
shades, they have been widely em- 
ployed in art departments of advertising 
agencies and by artists and illustrators be- 


| cause of the unusual effects that they can 


produce. In this book Pitz describes how 


| the felt-tipped pen can simulate the charac- 


teristic lines and shapes of the hair brush 
and metal pen point and still have an in- 
dividual quality that compares with many 
other mediums — water color, charcoal, pen- 
cil, pastel; gouache and casein paint. The 
author-artist tells how to use the felt-tip 
pen with these mediums and on many kinds 
of paper, board and other drawing surtaces. 


Betuel, 


| 65 N. 6th ST. 





AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 














AUTHENTIC WESTERN MOTIF 


Real pure bone Cattle Skulls to give that 
western, desert, sun or exotic realism. 
No. 109A No Horns 
No. 109B With Horns 
FOB Hartland 
JOBBERS INQUIRIES INVITED 


DISPLAY-ART DIVISION, Dept. D7 
HARTLAND, WISCONSIN 


Mba 


woo 


$13.75 ea. 





letter co. 


& ‘weecornrponaven 


151 WEST 18th STREET, NEW YORK II, N. Y. 


LELAN L. BROADDUS 


DON'T DO NOTHIN 
BUT SELL STUFF 
2605 N. Cravens Rd., Ft. Worth 12, Texas 














(J) DECORATIVE FOILS 


R P Expanded Aluminum Foil, R P Ex- 
panded Puffing Foil, R P Unexpanded Foil, 
R P Non-Expandable Foil, R P Base Metal 
Write for Samples 
RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 








‘RUSTIC & WESTERN DISPLAYS 
@ Rustic Frames R U sy T i C 


- Rustic Boxes . 
@ Bird Houses Furniture Co., Inc. 
*Parkcratt'’ 


& Feeders 
BIRCH Poles & Branches Phone NAtional 9-6479 
Williamstown, N. J. 


CEDAR Poles & Slabs 


WOOD and PLASTIC LETTERS 


AND SPECIAL SCRIPT 


All styles and sizes. Custom signs — Window — Store 
Directory — Desk — Trade Mark Reproductions. 











— Interested in Saliesmen and Jobbers — 


DISPLAY CRAFT 804 W. MAIN ST. 


PORTLAND, IND. 
Autumn Oak — Cork — Cedarpoles-Slabs — 
Grapevines — Fall Plastic Displays — Wood 
Fiakes — Kubes — Chips — 
Always Something New — Contact Your 
Jobber to See Our 1958-59 Catalogue. 


NATIONAL DISPLAY MATERIALS 
Div. of National Sawdust Co., Inc. 
BROOKLYN 11, N. Y. 











SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene, 


Price list & samples on requesf. 
JOBBERS ONLY 


CORONET MFG. CO. 


YARDVILLE, N. J. 


DISPLAY WORLD 


BOX 35 




















FOR SALE—4 PIECE 
NATIVITY SET 
By Silvestri 


¥, relief figures richly gar- 
mented; 1—5' foot Mary and 
Child; 1—42” kneeling shep- 
herd: 2—wool covered sheep; 
sets up nicely in area 9 ft. by 
4 it.; also 3—5 ft. full round 
flying angels of neoprene rub- 
ber, richly garmented by Sil- 
vestri. For intormation§ or 
photo, write— 


Globe Dept. Store 


Waukegan, Illinois 





POOLING OF SALESMEN DESIRED 


leading importer of Christmas ornaments seeks to contact manu 
facturer or importer of non-competitive but related line for the 
purpose ot combining sales organization. We now have three 
good men and will need four additional to cover the entire country. 
Wish to share drawing. Reason for this ad is believe that equally 
shared weekly drawing of approximately $250 will enable us to 
find suitable men. All replies will be kept in strict confidence 


Address BOX 8DE 


Care of DISPLAY WORLD 














WANTED 
Established Salesman 


To handle as sideline indyidu- 
ally designed high quality dis- 
play props. Attractive com- 
Kxclusive territory. 


Address Box 8AB 


Care of DISPLAY WORLD 


mission. 


FOR SALE 


Mechanized model of the Nautilus which moves between 
the ice and the ocean floor. 


Terrain model of the St. Lawrence Seaway which _ in- 
cludes the five Great Lakes. 


Pictures on request. 


KAUFMANN’S 


PITTSBURGH 19, PA. 


Built tor Window Displays. 


DISPLAYMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-ed, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 











Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 














WANTED—Display Man for Men's 
Clothing and Furnishings. In North 
Carolina’s mountain resort city. Sin 
gle man preferred. Apply by letter 
stating experience and starting sal 
ary desired, 


Address BOX 8BC 
Care of DISPLAY WORLD 


FOR SALE 


JUST LIKE NEW — NOW FOR LESS THAN !'2 PRICE— 
USED LESS THAN 30 DAYS 
ANIMATION 


26 40-inch snow machines bought from Garrison-Wagner 

10 pounds Plastic Snow tor each machine; original cost 

$1,350.00 NOW $495.00. F.O.B. Charleston. Contact 
DISPLAY DEPARTMENT 


FRANKENBERGER’S 


104-106 CAPITOL STREET 
CHARLESTON, WEST VIRGINIA 





RESIDENT Freelance Displaymen 
—EKarn good commissions with our 
line of Wigs, Reconditioned Manne 
quins, Mannequin Repair, Santa 
Suits, Wire Forms, etc Write— 
HERZBERG-ROBBINS, INC. 


110 West Sth St. 
New York City 1, PEnn 6-3585-6-7 














WANTED 
IMMEDIATELY 


75th Anniversary 
Window and Interior 
Display Pieces 


GENE THERKELSEN 


DAVIDSON’S 


7th and Walnut 
DES MOINES, IOWA 


WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 

cellent opportunity; permanent position. Write or phone: 
WOLF & VINE, INC. 

225 S. Los Angeles St. Los Angeles 12, Calif. 
Phone MAdison 6-4737 


Slightly Used Detroit 
Built Electric Turntable 


Heavy duty—over 5000-lb ca 
pacity used tor drive on and 
off display of automobiles on 
stage. Offered at fraction of 
cost in liquidation of charity 
auto show. 


Address Box 8CD 


Care of DISPLAY WORLD 











WANTED — DISPLAY DESIGNER 


capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 
and attractive position. Write or phone: WOLF & VINE, INC., 
=> Los Angeles St., Los Angeles 12, Calif. Phone: MAdison 
6-4737. 


LINES WANTED 
On Jobber Basis . to sell in 
Alabama, Georgia and Florida. 
ENGELHART 
ENTERPRISES 
P. O. Box 906, Dothan, Ala. 











WANTED—USED SILVESTRI or 
Other TOP QUALITY ANIMATED 
Christmas displays suitable for 
fine women’s specialty store. Please 
send photos and complete descrip- 
tion to John P. Campbell, Display 
Director, Riff’s, Box No. 2066, Long- 
view, Texas. 











WANTED—DISPLAY MAN—MEN’S WEAR ONLY—For an 
associated Southern Store, we require a qualified Display Man 
Quality store offering unusual opportunities — Permanent Posi- 
tion — In applying, give detail experience, age, marital status and 
salary expected. Address reply to SOUTHERN DISTRICT, c/o 
LOUIS KREISS, 200 Fifth Avenue, New York 10, N. Y. 








ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS WILL BE FOUND 
ON PAGE 64 
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\ny Sizes, 





WANTED 


SHO-CARD PRINTING 
EQUIPMENT 


\ny Make 


With or without type. Cash 


PRINT-O-CRAFT 


3045 Forest Avenue 
Kansas City 9, Mo. 


ANIMATED DISPLAYS 


9 Building units, Street scene. 


tie-in stationary figures used 


S995. write- 


contact E. DRAKE 














FOR SALE FOR SALE Representatives 
Bliss: Christmas in Our Town CANDY CANES Wanted 


Kach unit 4 ft. by 6 ft. by 1 ft. 14—7-ft. Inside 
deep. I: xcellent condition. Also 6—15-ft. Outside furniture trade desires free 


two years, total of 6 weeks. Good condition, used once. 
Originalls cost S5 OOF now For details and color photos 


kor photos and information, ERIC V. von WALDECK W rite— 


McLEAN’S John J. Carroll Co. Posner-Forman, Inc. 


Binghamton, N. Y. 60-64 HUDSON AVENUE 756 Glenmore Ave. 
RA 4-1321 NEWARK, OHIO Brooklyn 8, N. Y. 


Manufacturer of driftwood 
and foliage specialties for the 


lance representatives to aid in 
the development and sale ot 
new items aimed at the dis- 
play field. All territories open. 

















THE DISPLAY EXECUTIVE at the left, and succeeding months follow in 


[ ontimued from page 37 1 


rotation. At the end ot a month, the lett- 
hand card comes down and all the others 


Displays for windows, principal ledges and are moved one place to the lett, while a new 
cases are developed from sketches made by one is placed on the tar right. On these 
Mr. Payne or Mr. Griffith. 
is made, brief directives are typed on it, for in the proper blocks with grease-pencil in 


+} 
‘ 


e guidance ot trimmers, 


\iter 


a sketch charts Mr. Payne makes his own notations 


showing locations black, red, green, blue . . . each color hav- 


and descriptions ot merchandise and props. ing its significance to him. This chart is 
\ir. Pavne is convinced that adequate pre- valuable tor scheduling the store's major 


paratory “paper-work’ is one of the secrets events such as holiday s, seasonal displays, 


ot smooth display 
display lists, there 1s a yearly program of 
important days and holidays that are usu- 
This 


“eagle s-eye-view | 


ally featured by 
Pives a wide 


the store. 


store's programming. 


There is another chart, called an 
f rlance’ calendar. also designed 


Payne (not shown) that is 


and at a glance! 


The basic chart is marked off heavily into 
square, 


blocks 4 inches 


and five down, t 


operation. 


seven 


extremely 1m- 
portant in providing a sharper 


» accommodate seven days 
The charts 


ot the week and five tull weeks. 


are identical in 


size, 22 by 


28 inches, and 
have identical perforations at the top. 


Five of the charts or calendars 


each month 


hang side by side on nail 
heads along the wall facing Mr. Payne's 
desk so that he can 


read them 
the room while planning or telephoning. 


Besides the 


“eagle s-eye- 
view” of the scope of his department's work 
tor a period of five months at a time 


bl rcks aCTOSS 


from across 


weekly themes, display of flags, promotional 
“tie-ins,” truck posters, special display 
events, and the continual fashion shows. Ex- 
program ct dates are always indicated. 
of the In this successful display-shop there is no 
clutter and no frenzy. There is a definite 
“AEA. reason for everything being done the way it 
Mr is done. Its activity flows along, not as 
- though fighting the clock, but as having do- 
minion over it. The resourcefulness that 1s 


by 


evident everywhere serves to banish contu- 
sion, save time and reduce labor costs. - In 
ventiveness and control make themselves telt 
from the very receiving-area_ right = on 
through to the view from the sidewalk into 
the windows. 

While signs are being decided upon and 
ordered, the artist in the scenery room has 
been developing the backdrop, if one is re- 
quired; and this is done in just the same 
one tor way that stage and television scenery is 
painted. Also new displayers are being con- 
structed or purchased, if needed; and the 
men in the shop have been busy making the 


sets. 


The current month’s chart 1s always kept Not only do the departments otf Woodward 


& Lothrop coordinate their activities, but the 
display department coordinates its own wide 
scope of activities: Windows with interiors, 
and main store with the branches. 

After the monthly “brain-storming  ses- 
sion” a schedule is compiled by the Fashion 
Office, which issues bulletins coordinating 
the fashion shows with interior display. 

Interior display utilizes the same paper- 
work for its own scheduling as is done for 
windows. The supervisor of interior dis- 
play is aided by two panels in his office 
which, together, might be called a trimmer- 
assignment log. The panels face each other 
where two walls meet, one panel being for 
trimmer assignments and the other for com- 
pleted interior displays and their locations 
by floors. They are shown here side by side. 
The figures on the left show the floor: and 
those across the top, the location on a given 
floor. All trimmer assignments are typed 
on baggage tags, 2% by 5 inches, with the 
trimmer’s name at the top and the date 
under the name. A different-colored tag is 
used for all assignments of any week: A 
soft blue, gray, maize, grayed-green and 
buff. There is only one assignment to a 
ticket, typed under the trimmer’s name, and 
the ticket is hung on the peg assigned to that 
trimmer. When he completes the assignment, 
he has it OK’d and places it on the correct 
peg of the No. 2 panel. 

These panels indicate, at any moment, just 
which assignments have been completed, 
who made the display, when the location was 
last covered, how often it is covered, and the 
theme of the previous trim. 
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Bliss Display 
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Display Craft 
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Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 
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Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon. . . to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we’ve taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 
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320 WEST OHIO STREET, CHICAGO 10, ILLINOIS 


Display Room: Chicago Merchandise Mart, Room 1401 
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OR CHRISTMAS DISPLAYS 


‘THE NEW IMPROVED 


B. W. FOUR STAR 
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FANTASTIC $-T-R-E-T-C-H PLASTIC 


DIP IT! 
DRAPE IT! 
SHAPE IT! 


Dries in 20 minutes — it's weatherproof, 
waterproof and unbreakable, too... 


BECAUSE Seubot-0fab HAS MORE 
9-T-R-E-T-C-H 


IT MOULDS BETTER — LESS SEAMS — EASIER HANDLING 


Immediate Shipment. We have on hand 


AND 


Sold with a Money Back Guarantee. If you 
don't agree that this is the best colloid 


treated fabric you have ever used, we will 


make full refund, including transportation 
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a huge supply of the colloid treated fabric 
Celastic which we must dispose of to make 
room for our new improved colloid treated 


fabric SCULPT-O-FAB. Write for special 


sale prices. 


~ I] 156 7th AVENUE, 7 
) — NEW YORK 11, N.Y. “ae 
en alters INC. ‘isscnsiso | ©& 


COLLOID TREATED FABRIC 





